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JOBS 


HE plain obligation of this country is to provide jobs for our returning 
servicemen. No one disputes or dissents from this principle. Less 
recognized, however, is the fact that no good can result from these 
men going into work where they will not be successful. And it would be especially 
harmful for veterans to enter into business for themselves without experience 
or training enough to have an even chance of succeeding. 
| There is a very considerable danger that just this will take place. These 
men are laudably ambitious. They believe in free enterprise, and want some 
of it for themselves. Judging from the mail received by this publication from 
men in service and the callers in uniform who we receive at this office, the 
0 appliance and radio business holds a great attraction for them. 
This is fine. The appliance and radio business will need lots of new blood 
- in the shape of dealers, and salesmen, especially salesmen. There will be a 
multitude of fine opportunities in this field, and the ex-servicemen will be 
eagerly welcomed. 
But, and this is the grave difficulty, it is not enough for a man to want to 
; become, let us say, an appliance dealer; if he is going to succeed, he must 
know those things about the appliance business that come only from actual experi- 
ence in that business, or by having taken some particular training calculated to fit 


or 


ms 


him as salesman or operator ; and as salesman, especially, since salesmanship is the 
essential basis for success in this field. 
, ROM a large correspondence and many interviews with servicemen, this 
writer knows that most of them do not have any such experience or 
training. They picked out the appliance and radio field because it is an attractive 
one; it appeals to them as it does to thousands of others not in the service, as 
) 


a good deal of a bonanza. 

This is seriously wrong. This over-optimism should not be encouraged, or 
facts these men will ultimately face will be too bitterly discouraging. Plans 
should be made and action taken now, to protect the returning veteran, by 
giving him a chance-to fit himself for successful work in this field if he 
chooses to enter it. 

We are privileged to present in this issue a most thoughtful article on this 
subject by C. M. Davidson, a successful appliance retailer, under the title, 
| “Training Veterans for Business.” It will repay close study, and we hope will 
stimulate effective action. 
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With this announcement of Eureka’s 
new appliance franchise, 

the bright future ahead of every 
Eureka Dealer becomes an assured, 
indisputable fact! 


For “Tailored Market Coverage” 
means exactly what it says... the 
planning of every trading area to 
give the Eureka Dealer a sales 
potential assuring him of a long term, 
highly profitable business. 


Eureka’s phrase “Qualified Dealers” 
is still another guarantee of long 
term profits to the Eureka Dealer. 
Only truly qualified dealers will be 
selected —aggressive, enthusiastic, 
intelligent men with a stake and an 
interest in the future of their 
community and of their business. 


Eureka sincerely believes that this 
new franchise will result in the 
most profitable relationship and the 
strongest bond of loyalty ever 
enjoyed between a manufacturer 
and a dealer organization. 





IT’S NEW!...1T’S DIFFERENT!... 






plete “package” in the cleaner 
industry .. . the new “Eureka 


Complete Home Cleaning System.” 


Yes . . . Eureka’s Tailored Market 
Coverage with Qualified Dealers 
spells opportunity . . . a truly 
great future in the postwar 
appliance market. 


The “Qualified Eureka Dealer” 
will have products far ahead of 
the field in design and selling 
features . . . priced competitively 
to permit attractive selling induce- 
ments . . . a full-profit line 

in every sense. 

The Eureka Dealer will be 
supported by a great 
national advertising cam- 
paign, powerful merchan- 
dising, strong sales promotion 
and sales training. He will 
share in a program backed 
by more than 30 years 
experience in the manufac- 
ture and sale of the product 
he offers . . . the first com- 


Contact your distributor or write 
us today for details on Eureka’s 
“Tailored Market Coverage Plan.” 


EUREKA VACUUM CLEANER COMPANY, DETROIT 2, MICH. 


EUREKA 
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Here you see the next advertisement in the 

Lear advertising campaign on wire recording 

and home radios. It is going to appeor in: 
Collier's, Avg. Tith + Fortune, June 
Liberty, June 10th. + Atlantic, June 
New Yorker, May 26th 




















Listen! That's your own voice you hear. Or 





booklet of questi and a s. 
Wire recording will be a part of Lear Home Would you like one? Just drop vs a 


Radios. But home entertainment is only one of line—or mail the coupon below. 


RADIO | 


Grand Rapids 2, Michigen 
E. Ohio St., Chicago 11, Mlinois 













Home Radio Sales: 230 
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It all comes from the thin wire that runs thr 
ough 
‘ No one has yet to explore 
the Lear Wire Recorder—a wire magnetically ” ubrpised th ee Wi ae a 
impressed with sound through ti nsndeapes AY ae a 
, ‘ough an ” rely new But to give you a glimpse of how it 
method of recording brought to its present works and a few of the ways it can 
high state in Lear laboratories. be used, Lear has prepared a free 


: Mew York Times Magazine, May 6th the Lear Franchise. 


a radio program caught and recorded straight Pass og reggae tamer uate ; 
from the air. Or maybe a program produced keep shaved—and business conferences, ae 
by your own youngsters. ings, telephone conversations kept precisely 
and permanently for future reference. 


LEAR, Incorporated 
HOME RADIO SALES 


OIVISION 
230 E. OHIO STREET, CHICAGO #, HUNOIS 


Gemiemen: 


Preview of Lear’s next National Advertisement 


This means that 5,400,000 regular readers 
of these magazines, their families and friends, 
will see again the advantages of owning o 
Lear Home Radio with wire recording. 

if you want to be able to offer Lear Radios 
with wire recording, write for information on 










——_ oo a = 





Lom interested in the development of wire recording ond 
the woys in which it may be sed. Please send me your 


free booklet. 


Nome 





Address —- 
City ——__—_—_- 


Stote _—_— 
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LONG LIVE KING DEALER! 


YES, MR. DEALER, YOU'RE KING. And will be until 
“The System” makes you the GOAT again! 


What ‘System’? 


Why, the system of distribution that made 
a battle ground of dealers’ stores in the last 
radio war. 


THE system filled with bad trade practices, 
inflated discounts, “Co-op” allowances, “Spiffs,” 
high-pressure promotions, dumping and all 
the other evils that ate up dealer profits. 


Will it happen again? 
Sure! It can't miss IF old practices are 


followed. 


If they are, dealer mortality may be even 
higher—with 125 manufacturers instead of 
57 slugging it out for péstwar leadership. 


This kind of trade war will make the Chains 
happy. 


It drove business to them before and it will 
again, 


SOME OF THE BEST dealers in the U. S. know 
from experience that the *S.C.M.P. avoids 
all the pitfalls of the old distribution system— 


Sparton — “Radio’s Richest Voice” — since 
1926, has established many firsts in the 


industry. . 

After Victory is won, there will be new 
Spartons—radios and combinations with FM 
of unsurpassed performance. All in beautiful 
cabinets and created by America’s leading 
designers. 

you can be the Exclusive Sparton Dealer 
(if you qualify) in your Community. Appoint- 
ments are being made now. 


If you are interested may we suggest that 
you do not delay requesting a copy of the 
*$.C.M.P. book which explains the plans 
in detail. 


The coveted Army-Navy “E” 
awarded all five plants of 
Sparks-Withington Co. 











ONE SPARTON DEALER 


Check These Profit-Increasing Features 


* One exclusive dealer in each area 
* Direct factory-to-dealer shipment 
* Landed dealer cost prices 

* Low consumer prices 

* National advertising 


* Factory prepared and distributed 
promotion helps 


* Seasonal promotions 
* Uniform retail prices 


* Products styled by outstanding 
designers 








Radio and Appliance Division—Plant 5 


HE SPARKS-WITHINGTON CO., JACKSON, MICH. 





Sparton Co-operative Merchandising Plan. An exclusive method of profitably 
retailing radios and home appliances that has been and is being adver- 
tised regularly to consumers in leading magazines as The Sparton Way 


S.C.M.P. enables dealers to meet any and 
all competition and still make a profit. 


‘S.C M. P. 
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FILTER QUEEN 


America’s BAGLESS Cleaner 



































Successful appliance dealers everywhere are cash- 
ing in mow on the greatest profit possibilities the 


cleaners today under FILTER QUEEN’S new Ad- 


| industry has ever known... by selling vacuum 
vance Sale Plan. 
4 


And volume sales are easy, because FILTER 


QUEEN has every feature your customer wants in 














her vacuum cleaner of tomorrow; no dirty bag to 
R empty ... easy dirt disposal .. . no heavy weight 
to push around ... efficient cleaning...a new 
quietness in operation . . . PLUS a full set of 
attachments for every home cleaning job. 
a 
it It will pay you to investigate FILTER QUEEN! 
There’s NO obligation and there IS a definite 
promise of big dividends ahead. For full informa- TRIED AND PROVEN Entire/y new in design, FILTER 
tion concerning FILTER QUEEN, the FILTER QUEEN /s not a postwar dream on paper. Thousands 
d QUEEN Franchise and Advance Sale Plan, just sold in 1941 have given housewives over 3 YEARS of 
mail in the coupon, TODAY! , trouble-free service. 
@ No dirty, germ-laden bag to empty. i 
Fi LT ' he @ Sealed, sanitary dust collector need be 
g CREAT ERY Gane HERE. HEALTH-MOR, Inc., 
Q U E E N © ber coms — - + + for sustained, Dept. D, 203 N. Wabash Avenue, Chicago 1, Illinois 
Exclusive © New, positive moth control system. Please send me FREE information on the FILTER QUEEN, the FILTER QUEEN 
@ Patented, air-sealed, Lock-Tite connections. Franchise and Advance Sales Plan. 
FEATURES! @ Soundproofed, oversized Black & Decker 
motor for quiet running. 
NE EN ond vian ob pean beet news dn be Vewnebdssenecmnmesuens 
4. 7 
HEALTH-MOR, imc. rrr rr rr rr rrr rr rrrrr rrr rrrrrr reer rrr errr iri Tt 
a 203 N. WABASH AVENUE Di iicnconesccnesesevessveseosenesseoens DN. voc vcceccescece 
adver- 
| Wey CHICAGO 1, ILLINOIS 
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Schedule .. . When He Hears 
The Melsener 


“In just afew minutes the | 


Erno Rapee Forgets an Exacting 


aestro wil 


he 


ald 


mM 


t the men about t 
7 
He can stay 1 hour,” s 
r how Guy Lo 
ssed n rsal when he fir 
M 
As they spoke, Erno Rapee, director of 


t the flute . pertect! And the soft, 


golden tones of the French horn. . . so 


LinV e!” 

As the record ended, Rapee was about 
to speak, but the movement of the Auto 
matic Record Changer caught his eye 
lift the 
verse it, then deftly place the opposit 


side in playing position. 


He watched it gently record, 
“Is there no 
end to the miracles this instrument per- 
torms?”” he asked incredulously. 
Finally the supply of records was ex- 
nausted, and 


Meissner 


already late for one other 


Rapee turned from the 
‘I must go,” he said. “I am 
appointment, 
but I have been privileged to hear a 
miracle and miracles observe no 
schedule.” 


x = * 


Like Rapee, you, too, will be able to 


Fe th fiat Cone 


enjoy more than two hours of contin- 
uous recorded music... without touch- 


ing a record ... when your postwar 
Meissner is available. You will have the 
thrills of AM, FM and Super Shortwave 
Radio reception . . . all in addition to 
the Meissner’s fidelity of tone that has 


astounded the world’s greatest artists, 


critics and conductors. 













R o ¢ isic Hall, entered 

pr pt to the minute But 

bet they « lt et him, the Meiss 

ner t 1 filling the room witl 

n sofag it ¢ rture. Rap 

. ito j ( lid th s be recorded 

? With such fidelity of tone? 

“Listen, " xclaimed The rang 

Reprint of advertisement in The Atlantic, Fortune, 


Harper's Magazine, House Beautiful, 


House & Garden, National Geographic, Town & Country 
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YOU} 


MAY BE THE 


MEISSNER] 


RADIO-PHONOGRAPK 


DEALER 


IN YOUR COMMUNITY 





Wes, your name may be the 
answer to many of the men and 
women who write to Meissner 
each month asking “Where can 
I buy this new Meissner radio- 
phonograph after victory?” 


Judging from their letters, they 
are the discriminating men and 
women of your community who 
expect—and purchase—dquality. 
If you number them among your 
clientele, and if you have the er- 
perience, financial strength and 
the facilities to sell this quality 
radio-phonograph, an exclusive 
Meissner dealer franchise is wait- 
ing for you. 

This is not “‘just another dealer- 
ship.”” With it, you become the 
sole Meissner representative in 
your area. You associate your 
name with an instrument that 
has been praised by the world’s 
greatest musicians for its perfect 
reproduction of recorded sound. 
And you get valuable sales help 
from a national advertising and 
promotional campaign that is 
attracting nation-wide attention 
with advertisements like that re- 
produced on this page. 
Interested? Write to our Chicago 
office today for further particv- 
lars. An executive of our company 
will arrange to contact you at the 
earliest possible date. 


METSSNVER 


MANUFACTURING COMPANY + mT, CARMEL, Lu 





Please Address Your Inquiries 
to Chicago Office: 


1629-A PALMOLIVE BUILDING 
CHICAGO, ILLINOIS 
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YOU CAN “EXPECT THE UNEXPECTED” FROM EASY 


es THE FIRST DAY we started to specialize in home laundry equipment, more 
than 68 years ago, Easy has played a leading role in new washer developments. The 
inventive genius of Easy engineering has left its mark on all washer design. Here are a few 


exclusive Easy engineering firsts: 





’ 2 


FIRST TWO-TUB SPIN- VACUUM CUP WASH- OVERLOAD SAFETY 
DRIER. A new wash- ING ACTION... one SWITCH . .. prevents 
ing principle, washes of the gentlest of all fuse burn-outs, motor 


more clothes faster. washing methods. damage. 


Just as Easy set the past pace in new washer devel- 
opments so its oui engineering division can 
be expected to lead in the future with sound 
new improvements and advancements. Mean- 
time, Easy’s advertising appears eonsistently in 
leading national publications... pre-selling Easy 
washers for you and adding to that prospect 
backlog of more than 2,000,000 Easy owners. 


And when the “Go” signal is given, look for 
something new and different in sales training and 
demonstration ideas . . . backed by the help and 
advice of experienced Easy field personnel. 


If you have not received our new 16-page book- 
let, “What can Easy offer you that no one else 























SPIRALATOR WASH- PERMA-TECTION OF CONTINUOUS RE- 
ING ACTION...washes THE SPIRALATOR...a 


all clothes in all parts baked-on plastic that the best engineers 


SEARCH by some of 


of the tub. curbs washing wear. in the country. 


can,” write for your copy today. See for your- 
self why your Easy franchise is worth more to 
you than ever before. 


Easy Washing Machine Corp., Syracuse 1, N. Y. 
Home Laundry Specialists for 68 years. 


yy 


“WASHER 


WASHES MORE CLOTHES FASTER 
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It happened to WES ° 
$1.75 in 1907 but 10c in 1945 


Remember any light bulb advertising of 
1907? There wasn’t much. There weren’t 
many light bulbs, either. And there 
weren’t many people who wanted light 
bulbs. Today a lot of people want light 
bulbs, and get good ones cheaply by asking 
for them by known, trusted brand names. 
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an the jewelers borrow our coffee pot, Mom , 


OUR new aluminum coffee pot was a display piece fifty- 
odd years ago. Jewelers would have showed it off. 
Aluminum was a rare metal then . . . brand-new .. . 
unique ... and exciting. It was so precious that they 
couldn’t finish the Washington Monument until they had 
displayed its gleaming aluminum cap in a famous New York 
jeweler’s window while the passing crowds oh’d and ah’d. 
If you could have bought an aluminum coffee pot at 
all, back there around 1900, you might have paid $100 
for it. You could get one for 69c just before the war. 
Aluminum came out of the display case into the home and 
business when the manufacturers began to make Americans 
want aluminum things. They advertised their aluminum— 
identified it by names like Wear-Ever, Mirro, and many 
others—and convinced America that these brand names 
were to be trusted—again and again and again. 
Brand advertising is one big reason why aluminum is now 
a mass metal. It’s a big reason why aluminum things that 
your wife gets for a few cents are made of better aluminum 
than yesterday’s richest grandmother could have bought 
anywhere at any price ...no matter what mint she 
owned. 
The brand names you know make possible 
the good things you want. 


FAWCETT PUBLICATIONS: INC. 


WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 


No. 2 of a new series appearing in leading American newspapers and the important business and indus: 
trial magazines. For free proofs write Fawcett Publications, Inc., 295 Madison Avenue, New York 17, N.Y. 
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In early 1936 Mr. and Mrs. Winchell started the Fort Scott Maytag 
Co. Since that time they have painted on one wall the names of all 
their Maytag buyers. From January, 1936 until early 1942, 1013 
sales were posted. 
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WHAT YOU SEE in the above illustration is a tance as the country’s leading washer ... and 





partial list of the Maytag owners in Fort Scott, coupled, too, with the helpful assistance given 


Kansas, and vicinity. The population of Fort by the Maytag Company and Regional Man- 


| out of every 3 Scott is only 10,557...the population of the ager. 


agricultural county in which Fort Scott is lo- We'll admit this dealer's record is a good one. 
cated is only 20,944 (1940 Census figures). But we won't admit that other dealers can’t 
bought Maytags s Yet this list, started in January, 1936, con- do equally well. For the people in Fort Scott, 
tains the names of 1013 Maytag boosters. In Kansas, are just ordinary Americans like the 
six short years, the Fort Scott Maytag dealer people in your town...and like the folks in 
A true story of real significance to deal- sold one family in every five. And, that’s not all Fort Scott, your folks, too, regard Maytag as 
ers who are postwar planning today. ... hundreds of other Maytags had been sold America’s outstanding washer. In recent im- 
before 1936. In fact, a recent survey indicates partial surveys the Maytag preference ran 7 
that one family in every three in the entire to 1 over any other make. 
county is a loyal Maytag user. If there is no Maytag dealer in your com- 
That's what we mean when we talk about munity, we would suggest you write us about 
Maytag sales leadership. For this example the possibility of securing the Maytag franchise. 


shows what a retailer can do when his efforts 


are coupled with Maytag’s nationwide accep- THE MAYTAG COMPANY, NEWTON, IOWA 
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SUSTAINED CONSTRUCTION ACTIVITY 


One Step Toward High Level Employment 





N the 34th editorial of this series, it was pointed 

out that sustained prosperity, based on high level 

employment, was a major postwar goal accepted 
by government, management and labor. 

That editorial developed the theme that, if the goal 
were to be approached without undue sacrifice of our 
essential liberties, we must forego the search for 
magic panaceas, and follow the harder but more 
promising course of analyzing step by step, and in- 
dustry by industry, the measures that might contrib- 
ute toward the end sought. 

This is the first of a number of editorials following 
such a particularized approach. It will examine the 
role of the construction industry in forwarding sus- 
tained prosperity. ; 

* ad . er 


’ 


“a 


The influence of construgtig@xi upon the general 
level of economic activity is impdrtant but not de- 
cisive. The claim is frequently advanced that major 
fluctuations of the business cyclemight Besroned out 
by a properly devised and timed publi¢ works pro- 
gram; but any examination of the*relati € modest 
contribution of construction activities to total national 
output will demonstrate its extravagance. 

In the twenty years from 1920 thro 1939, the 
value of new construction averaged fustOver 814% 
of the gross national product. If we add repair and 
maintenance expenditures, the total is increased to a 
little over 12° of the gross product. But approxi- 
mately two thirds of the construction of this period 
was privately initiated, and only one third was rep- 
resented by government construction, federal, state 
and local combined. To expect that we can level out 
the peaks and valleys of our whole economy through 
manipulating the 4° portion that is represented by 
government construction is to expect a very small 
tail to wag a very large dog. 

In fact, the record of construction activity in the 
past has been on the side of disequilibrium rather 
than stabilization. In boom times construction activ- 
ity has climbed to relatively higher peaks than those 
reached by the economy as a whole; in depression 
periods it has fallen to deeper troughs. Aside from 
the special work relief program of the depression 
thirties, the performance of public construction in 
this respect is little better than that of private. New 


government construction mounted with the general 
trend of the boom from 1921 to 1929, thereby adding 
its weight to the inflationary trend. 

Instead, then, of expecting the construction indus- 
try to stabilize our whole economy—a task clearly 
beyond its power—it would seem appropriate to ask 
that it look to the more attainable goal of leveling out 
its own violent fluctuations. If this can be done, many 
of the most vexing problems of the construction field 
and of its sphere of influence will be mitigated, em- 
ployment will be regularized in one important seg- 
ment of industry where the past record has been 
particularly uneven, and one aggravating contribu- 
tion to general business instability will be removed. 

The achievement of these highly important, if lim- 
ited, aims will require the thoughtful, vigorous, and 
concerted cooperation of management and labor in 
the construction industry, of a variety of govern- 
mental agencies, and of those who direct the sources 
of construction credit. Of the many measures that 
must be woven into an ordered program, it is prac- 
ticable here to present only the broad outline of those 
which seem to offer the greatest potential usefulness. 


& t * 


1. Stabilization implies the holding of a balance rather 
than a freezing at a given level. No rigid formula for a 
most desirable level of construction activity is possible 
or desirable. However, it may be accepted as a reason- 
able initial premise, that we could sustain in the future 
without major distortion something like the 12% ratio 
of total construction to gross national product that has 
been approximated in the past. If it is to serve as an use- 
ful reference point, such a generalized premise must be 
subjected to constant testing both nationally and lo- 
cally. There must be careful and continuous scrutiny for 
signs of demand saturation, cost inflation, and labor 
shortages, all danger signals of far greater reliability 
than any percentage formula. 

The first requisite then is the general availability of 
information along such lines, far more complete and cur- 
rent than has hitherto been at hand. The second is a 
general will to hold building activity at a level as high 
as but not higher than we probably can sustain. Once 
this principle is accepted, the problem becomes one of 
marshalling all available instrumentalities to forward it. 

2. Public construction, although too small to exert a 
decisive influence upon economic activity as a whole, can 


















































MAY, 








—_———_ 





1945—ELECTRICAL MERCHANDISING 


ELEC 








ING 


























condition construction trends to a major degree. If, in 
the decade following the war, government construction 
approximates its 1920 to 1940 average of one third of all 
construction, its properly timed impact could do much to 
level out the construction cycle. 

To do this most effectively, public construction should 
be deferred where and when private building is going 
forward at a satisfactory pace, and should be started when 
and where private activity shows undue slack. All gov- 
ernment construction does not lend itself to such adjust- 
ment. But a large portion of it could be held up for the 
three to five years which, upon past experience, would 
provide the necessary leeway to counteract the more 
violent fluctuations in private building. 

Such a program presents numerous difficulties both 
political and administrative. None should be insurmount- 
able, and the results promise to be of sufficient moment 
to justify the extraordinary effort that would be required 
to coordinate federal, state and local government pro- 
grams. Here is an excellent forum for testing whether or 
not government economic activity can be made to sup- 
plement rather than supplant private effort to serve ends 
upon which all are agreed. 

3. Since private building, postwar as in the past, must 
supply the preponderant share of construction activity 
and employment, costs will continue to play a dominant 
role in determining levels of operation. Wartime restric- 
tions have created formidable backlogs of deferred de- 
mand for most types of private, and for many of public, 
construction. Such demand is so great that it almost cer- 
tainly will provide the impetus for a postwar building 
boom of several years duration. There is considerable 
doubt that in the beginning our building trades, dislo- 
cated by war and at low ebb, can organize rapidly enough 
to carry their share of the anticipated general advance. 

However, if former patterns hold, building activity, 
after a lagging start, will soar, costs will mount, and 
eventually will saturate effective demand with resultant 
collapse. That, of course, is precisely the sort of a situation 
we are seeking to avoid. Crucial to this end is the pre- 
vention of rising costs or, better still, the reduction of 
building costs from present swollen levels. 

A recent study by technicians of the War Production 
Board on the outlook for private housing construction 
illustrates the point. From 1900 to 1940 the number of 
housing units built in this country closely matched the 
statistics of new family formation. The former ran con- 
siderably ahead of the latter from 1920 to 1929, and fell 
behind by the same margin in the following decade. 

If the market for new houses were to be similarly lim- 
ited for the period from 1940 through 1949, the effective 
demand for new housing during the last five years (1945- 
1949) is estimated at 3,000,000 units. That is after allow- 
ing for houses built from 1940 through 1944, and for 
vacancies, demolitions, and other factors. If, however, 
prices could be reduced to 1939 levels, the 3,000,000 unit 
demand is estimated as increasing to more than 7,000,000 
units. Since the latter figure is substantially beyond our 
production capacity for the period, a backlog would be 








created that would support an effective sustained de- 
mand for the subsequent decade (1950-1959) of 1,000,000 
units per year, as against half that amount if rents and 
sales prices mount with increasing incomes. 

The precise accuracy of such an estimate may well be 
questioned. There can be no question as to the general va- 
lidity of the point illustrated. The progressive lowering of 
construction costs will stimulate demand in this field as 
it has in others. Building management, labor, and their 
suppliers and customers stand to gain from such a result. 
Unnecessary restrictions against the adoption of im- 
proved technologies and increased productivity should, 
therefore, be removed, whether imposed by codes of gov- 
ernment, regulations of unions, collusion of manage- 
ments, or inertia of workers. Unless there are compel- 
ling social justifications such restrictions must be judged 
harmful to the whole economy. 

4. Numerous other measures could contribute sub- 
stantially to increased and increasingly stable con- 
struction activities. Space remains only to stress the im- 
portance of careful consideration for the use of credit 
facilities as a means of stabilization. In recent years the 
establishment of the Federal Housing Administration 
provided a needed stimulus to mortgage lending in the 
field of housing. The modern pattern of long-term mort- 
gages, providing for regular amortization as well as in- 
terest, should be a steadying factor in periods of liquida- 
tion. However, there appear to be further possibilities for 
using credit facilities as a brake when construction ac- 
tivity threatens to climb beyond a level that can be sus- 
tained. If public and private lending agencies could devise 
sound means for raising mortgage rates, increasing down- 
payment requirements, shortening amortization periods 
and basing value appraisals upon normal rather than 
inflated costs, they might exert a healthy influence 
against the tendency of the construction bubble to inflate 
until it bursts. 


* * * 


There is no royal road to sustained high level em- 
ployment. There is not even a single path to assured 
construction stability—there are many paths, all strait 
and narrow and all paved with bruising cobbles. This 
is true for all other major segments of industry. 

It is easier to seize upon a magic formula such as 
monetary control, or deficit spending, or any one of a 
score of others, than to undertake an intricate task 
of piecemeal exploration. But only the latter course 
will lead to prosperity. 
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"The desire to oper- 
ate one's own business, 
to be one’s own boss, 
is one of the most inher- 
ent characteristics of 
. . But the 

show ex- 


our people . 
veteran must 
perience and ability in 








the type of enterprise 
he has chosen.” 


NpbUsSTRY and business in general 1s 

now being offered the greatest op 
A tunity in our entire American his 
tory to preserve and make permanent 
a system of free enterprise, a free, ex 
pansive capitalism and a rising stand 
ard of living. Yet, in my opinion 
they have as yet 
grasp this opportunity. 
to be almost universal agreement that 
our post-war economy will | 


, 
failed to rec yenize Oo 


ent to a considerable extent upon (1) 
producing more, better and cheape 
goods and (2) selling these goods. It 
is beginning to permeate the minds oi 
our better informed people that we 
have a tremend elling job ahead 
Selling all the goods and services w« 
will | ipabl ducing to out 
own people and the peoples of foreign 
nati \s a result of our highly de- 
veloped war industries we have an ex 
cept i) capacity to pr duce peace 
time gor but, after they have been 
produced they must be sold before 


they become value to our 


and we are making the 
effort to create the n 
the proper training to develop the kind 


of salesmen and business men 


economy 
required 
pi ovide 


umber or 


neces- 
sary to selling our potential produc- 


tive apacity 
Selling Not Made Afttracfive 


In the past there has been very lit- 
tle to attract a person into the selling 
field. Unfortunately selling 
ticularly retail selling has 
sidered a menial occupation requiring 
very little knowledge or education. 
Persons who failed in business or some 


1" 


other occupation, it is generally be- 


and 


been con- 


par- 













Post-war business is going to have to find a place 
for an estimated 8,000,000 returning veterans, 
most of whom are without any special training 
or qualifications ... The following article pre- 
sents a suggestion for giving these men the kind 
of training that will best fit them for productive 
occupations in the appliance and radio field 


By C. M. DAVIDSON 


Davidson & Co., Miami, Fla. 


parent that selling will soon become 
one of the important factors in our 
post-war economy. 


nto selling asa last resort 


selling as an occupation 

attraction to those who 
are starting out in life and especially 
who are able to continue their 
education above the high school level. 
1929 to 1942 showed 
of high 
seniors indicating an interest in per- 
sonal under 8 percent. 
Currently a survey of five hundred 
lischarged veterans showed less than 
3 percent evidencing an interest in 
lling. This situation exists in spite 
the fact that many salesmen earn 
more than many professional men and 
have greater opportunity for advance- 
ment. This is the overall picture we 
are confronted with when it is ap- 


Need for More Training 


those 

The facts are that there was a 
definite shortage of well trained sales- 
men before the war and now they are 
virtually non-existent. We are told 
that we must produce and sell 40 per- 
cent more goods and services post-war 
than prewar. If we are to accomplish 
this I believe that our sales people and 
small business men must, on the aver- 
age, be much better trained than they 
were prewar. It seems perceivable 
that selling in a matter of months or a 
year or so after the war will be more 
difficult than we have ever experi- 
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selling 
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TRAINING 
Veterans for Business 
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enced. In the past we have mostly sold 
people who wanted to buy. To achieve 
this new goal we are going to have 
to sell many people who do mot want 
to buy. It isn’t going to be just a mat- 
ter of selling our particular hot water 
heater to some one who has prac- 
tically decided on his own initiative 
to buy a water heater, its going to be 
necessary to sell our water heater to 
many people who are perfectly satis- 
fied to heat their hot water supply in 
a tea kettle and see no earthly reason 
or advantage in purchasing a_ hot 
water heater. That, in my opinion is 
the kind of “plus” selling we will have 
to do if we even approach the goal of 
40 percent over prewar and I don't 
believe it is possible to get this type oi 
training entirely out of pamphlets or 
“pol-parrot” sales manuals prepared 
by the manufacturers, distributors and 
others. Pamphlets help but they will 
not do the job alone. 


Importance of Consumption 


In order to sell these people who 
have the income but don’t want to be 
sold, in order to get these “plus” sales 
we will, I believe, have to explain the 
necessity, relationship and importance 
of consuming goods and services to 
our post-war economy. The buying of 
goods which raise our standards of 
living but which are unwanted by the 
particular individual will, to a certain 
extent, have to be placed on a parallel 
with the buying of war bonds to win 
the war. The public will have to be 
made to understand that we must raise 
our standards of living, must increase 
our capacity to consume if we are to 
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"The evidence is that we could encourage a large number of returning 
training conducted by a college, university, junior college or institute. 


maintain 


our economy and prov ide 
jobs for the majority of those who 
want to work. An upward shift in 


our understanding of the necessity to 
consume at each level of income is of 
the greatest historical importance in 
sustaining effective demand. In a 
sense, all others are makeshifts, I be- 
lieve that, in order to successfully ac- 
complish this kind of selling or even 
more important, to be able to teach 
this kind of selling to others, it is 
necessary to have some practical busi 
ness training or education. We just 
can’t get away from the fact that our 
post-war economy is going to place a 
greater emphasis and_ responsibility 
on salespeople and small enterprisers 
and we must recognize their need of a 
better knowledge of practical business 
fundamentals and a better understand- 
ing of post-war problems. The ques- 
tion is; what are we going to do about 
it? Can we possibly disseminate this 
knowledge and training thru booklets 
to the millions who will be needed to 
fill the selling jobs and as small enter- 
risers? I don’t think we can possibly 
do even a passable job in this manner. 
I believe it means that hundreds of 
thousands or perhaps millions of per- 
sons should receive intensive, practi- 
cal training in business, not business 
administration, for at least nine 
months. In other words, its going to 
take mass training to reach our peace- 
time goal the same as it took mass 
training to reach our war production 
goal. 
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How can this be accomplished? 
Well, its relatively simple but it is a 
terrific task. It will take coordinated 
effort and it requires immediate action. 
[ have stated that industry and busi- 
ness in general are offered this oppor- 
tunity. Here is what I mean. A re- 
cent survey by the National Employ- 
ment Committee of the American Le- 
gion states very frankly that we are 
going to have to provide jobs, new 
jobs, for something like eight million 
veterans, the vast majority of whom 
have never had a job before and most 
of whom have not had any appreciable 
or practical amount of business exper- 
ience or training. This report frankly 
states that industry be ex- 


can not 





veterans to take nine months or more of intensive, practical business 
This would result in turning out trained salesmen in quantities . 


pected to absorb any of these veterans 
because industry will have a surplus 
of trained workers. Many war in- 
dustries have workers backed up three 
deep for each peace time job. There 
fore, these new jobs must be created in 
sales, services, distribution, 
tation, agriculture and enter- 
prises. The labor needs of agricul- 
ture are fairly stable. Agriculture cat 
only be expected to provide about on 
million additional jobs for it is a 
fact you can’t increase 
food consumption to any appreciable 
extent unless you have more people to 
feed and our per capita post-war food 
consumption may conceivably be less 


transpor- 
smiall 


’ 
Known 


that 


than our present consumption. That 
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“Common sense dictates that loans under the G. |. Bill of Rights will not be 


available to those who have had little or no training or experience. 


Veterans 


with a nine-month business training, however, stand a good chance." 


1945 


million persons to be ab- 
sorbed in the above mentioned occupa- 
tions. Yet, it is the people in these oc- 
cupations who might make or break 
our post-war economy because we 
vill depend upon them to transport, 

listribute, and sell the vast 

smount of goods we are able to pro- 

duce. The opportunities for the small 
enterpriser were never better but, 
there was never so great a need for 
these enterprisers to have a thorough, 
practical knowledge of business fun- 

lamentals. 

While we cd4n now see the need for 

a vast number of new workers in 
these occupations another fact is be- 
‘oming evident. There is going to be 

. lag between peace time production 

uid the need for people in these jobs 

yr enterprises. Its going to be a per- 

iod of a year or two before peace time 
production will be up to the point 
vhere most of these new workers will 

le needed, before there will be enough 
voods available for most of the new 
enterprisers to make a profit and that 
is where this greatest opportunity in 

uur American history rests 


leaves sevel 


service 


Mass Training Required 


Under the GI Bill of Rights prac- 
tically every honorably discharged 
veteran is entitled to one year of 
schooling at the government’s expense 
and millions of high school graduates 
will be entitled to two or more years 
of training or schooling. It will be vir- 

(Continued on next page) 
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tually impossible to vf these 
men and women in these occupations 
or as enterprisers immediately after 
the war. But they will be desperately 
necded later if they have the proper 
training or experience. Therefore, our 
problem, as I matter of 
mass training for peace time occupa- 


see it, is a 


tions and the task is no greater than 
the training for war production which 
we have so successfully completed 
lhe trouble is that we have not as yet 
recognized t rroblem, we have not 


as yet done anything about it except to 
booklets which 
teach people how to 
successfully fill these occupations, to 
successfully become a enter- 
We really 


prepare a multitude of 


are supposed t 


small 


SsSONnS 


priser in six easy le 


know it can’t be accomplished suc- 
cessfully in this manner. We just 
haven't properly analyzed the prob- 
len 


Desire for Own Business 


he desire t one’s 
business, to be 


yperate own 
one’s own boss 


} 


is one 


of the most inherent characteristics 
of our people. Our post-war economy 
require than before 


that we have a large number of well 


will more ever 


trained, successful small enterprisers. 
Here is our golden opportunity to train 
millions for these occupations and 
train them better than they have ever 
been trained before hey won't be 


needed immediately, the government 
has provided the funds for fees and 
will be 


their 


personal maintenance, they 


] + 1 . 
Cesper itely need wv the time 


training is complete So what are we 
waiting for? 

The selling of goods and services 
post-war 


will be important but if we 
were to atter t 
women to tran 


doomed 


get these men and 
jobs we 
certain 


selling 


would be ilmost 


failure. Encourage them to take nine 
or eighteen m \f intensive, prac- 
tical business training to beceme an 
enterpriser, to own their own business 


to be their own boss and we are almost 


certain to succeed 


G. |. Bill of Rights 
The GI Bill of Rights provides that 
veterans may borrow from private 


banks for purchasing or establishing 
their own business 


with the govern- 
ment guaranteeing 50 percent of the 
loar wp to $4000. This loan can not be 
used for working capital or for pur- 
chasing inventory. The veteran must 
have or secure this money elsewhere 
But the important fact is that the vet- 
eral! must show experience and ability 
in the type of enterprise he has chosen 
rhe banks will go along with the vet 


era is far as they possibly can but 


bank loans can not be based on senti- 


ment. We know that the vast majorit? 
1 the veterans will not have had anv 
previous experience or training. I 
have asked banking groups what their 
pol *y will be on these loans They 
have stated it it will be up to the 
individual bankers, but that commor 
sense dictates that loans will not b 
available to those who have had littl 


or no training or experience. I thet 
asked them if the veterans successfull) 


completed nine months or more of in 
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tensive, practical business training 
conducted by a college, university, 
junior college or institute if this 


would aid the veterans in securing the 
loans and the answer was definitely 
yes. 

Before we consider how such a mass 
business training program could be ac- 
complished lets first examine the pos- 
sible results. We know that thousands 
of veterans have already expressed a 
desire to go for them- 
selves. These are mainly the veterans 
who have been discharged or are about 
to be discharged. I have recently 
talked to small groups totaling over 
300 men, in the armed forces who 


into business 


were 


course in how to make friends and in- 
fluence people, some sales psychology, 
correct English, conversation, etc., 
and a nine months continual 
course in selling because the success 
of the small.enterpriser is almost en- 
tirely dependent- upon selling. The 
above mentioned course is merely to 
illustrate a point. Obviously, I am not 
qualified or attempting to outline such 
courses. They should be worked out 
by a joint committee consisting of our 
leading educators and . industrialists 
so that they would be neither too theo- 
retical or too practical. The point I 
am making is that in the end the most 
emphasis would be on selling, that in 


etc., 

















"There was a definite shortage of well-trained salesmen before the war and 


now they are vitraully non-existent. 


The post-war economy is going to require a 


vast number of newly-trained men to sell the goods and services which will be 


made available .. .”’ 


m furlough or being transferred 
These were men who are not thinking 
about They seen 
to be concerned only with getting the 
wal and getting They 
haven’t thought much about what they 
want to do post-war and rightiully so. 
But if you question them on this sub- 
ject you usually get one of two an- 
swers. They would like to go to school 
for a year or two, then get a good job, 
settle 


vant to get into some sort of business 


being discharged 


ver home. 


get married and down or they 


for themselves as soon as possible 
The evidence is there that we could 
encourage a large number to take these 
business courses, if they were avail- 
ible 


Type of Courses Needed 


These courses, I believe, should give 
say, three months of practical 
finance so they would be able to know 
whether or not they were making a 
profit, how to make up a financial 
statement, how to budget and how to 
prepare income tax reports. Three 
nonths of practical economics so they 
would know what makes the wheels 
go round. Some consumer credit for 

i important post-war. A 


them, 


it will be 








results would be 
out trained salesmen in quantities and 
far better trained than they have ever 
been before. 


actual we turning 


Acquiring Business Knowledge 


here is no question that many of 
the veterans’ dreams of owning their 
own enterprises are visionary. They 
do not realize the hardships, the pit- 
falls, the sacrifices and long hours of 
hard work necessary to establishing 
their own business but when they fin- 
ished this training they would. They 
would then be more cautious because 
the more you know about business the 
more cautious you become. We in 
retailing, wholesaling and manufac- 
turing know that we will have jobs 
that would pay many of them more 
than they could earn in their own 
small business but, we couldn’t con- 
vince them of this now. We, in our 
various communities, could watch 
their progress in training and when 
they finished we could be there at 
the graduating exercises. Conferences 
could be arranged immediately after- 
wards. We have watched John Jones’ 
progress. We think he is the type 
man we are looking for so we say to 
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him we believe you can do better 
working for us than going it alon 
He is more receptive now because he 
is beginning to understand our prob 
lems so he is likely to want a little 
more experience before he tries his 
own wings and he has considerabk 
time yet in which to qualify for a vet- 
eran’s loan. If he develops as we 
think we can’t afford to let him ge: 
away from us. 

Has there ever been a better chance: 
to indoctrinate our ways of living 
our system of free enterprise, our free 
expansive capitalism into so large a 
group? Is there any better way of 
assuring that we will not become too 
communistic or too socialistic post- 
war? It haS been said that the small 
new, ambitious, competitive-minded 
enterpriser—the man who wants to 
be in business for himself, is the bes: 
friend and exemplar of economic free 
dom in America because he keeps the 
economy expanding and creates more 
jobs for others to choose from. In 
controlling his own livelihood he 
represents a stage of economic free 
dom to which most Americans aspire 
The more enterprisers, the freer the 
nation. 


Example of Purdue 


How can such a program be ac- 
complished? I have talked to several! 
colleges, universities, junior colleges 
and institutes. Without exception 
they have recognized the problem and 
expressed a willingness and desire t 
Many ef them have al 
ready been making plans somewhat 
ilong these lines. Some of the engi- 
neering colleges have such engineer 
ing available. Purdue Uni 
versity is one example. This uni- 
versity has established Technical In 
stitutes in Indianapolis, Fort Wayne 
Hammond and Gary. They will pro- 
vide basic training with opportunities 
to begin specialization in Chemistry 
Drafting. Electricity, | Mechanica 
Principles, Metallurgy, or Production 
Supervision. Those who complete the 
required number of credit-points wil 
receive certificates as Junior Techni 
cal Aide, Associate Technical Aide o1 
Technical Aide. The requirements for 
admission are (1) graduation from an 
accredited high school or (2) satis 
factory completion of 14 units of high 
school work plus the recommendation 
of the high school lAst attended. Those 
who cannot meet these requirements 
but feel they are qualified may sub- 
mit an application for admission. The 
credit-points apply only to Technical 
Institutes. Certificates are not trans- 
ferrable to university or college 
courses. Here is a pattern which 
could be followed by universities and 
colleges teaching Business Adminis- 
tration. Many colleges have expressed 
a willingness to sit down with the 
leaders in industry and work out prac- 
tical business courses. 

There are a number of junior col- 
leges which are particularly suited for 
this training. Many of them are teach- 
ing somewhat similar courses mainly 
to adults. The educators say the vet 

(Continued on page 88) 
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The place of 


The 


HARLES DANA _ GIBSON 
- once drew a picture of a man 
with a couple of girls and he was 
saying, “I could be happy with either, 
were the other dear charmer away.” 

\ manufacturer of appliances con- 
fesses to ELECTRICAL MERCHANDISING 
that he is in a similar position, only he 
might be said to be surrounded by a 
whole bevy of alluring possibilities. 
There they stand, asking to share his 
business —the alluring department 
store, a far-reaching mail-order house, 
a gigantic chain store, the independent 
retailer and the cooperative. 

It’s all like a young fellow going out 
with a girl, he says. All of them look 
good te the eye—but as beautiful girls 
ion’t necessarily make good wives, in 
ike fashion the manufacturer wonders 
ow he will get along when married to 
i proposition. He wants to study each 
arefully to see which he can best live 
vith 


Dealer's Position 


(he independent dealer, who has 
wen going on hand-in-hand with the 
ianufacturer for many years, is natur 
illy jealous of the situation. 

He shouldn’t be, this manufacturer 
leclares. Channels of distribution are 
not determined by love, friendship or 
in appreciation of the better things of 
ite. The method which best satisfies 
the public is the one that eventually 
revails. The cheapest is not 
necessarily the winner—witness how 
glasses have passed from 10c stores 
to opticians who get $10 to $15 a throw. 

A change is coming after the war, 
and this particular manufacturer is 
‘udgeling his brain in order to guess 
right. And in making his decision he 
is not forgetting that appliances have 
the apron strings of service, repair and 
ipkeep tied to them 

Because he felt that a great many 
independent retailers do not know their 
wn advantages in relation to the entire 
field, this manufacturer ran over some 
t the various pros and cons of the 
different types of distribution that 
i¢ was contemplating. He thought 
t might be a good idea to enumerate 
what various methods 


way 


of distribution 
tered from a long-haul viewpoint. 


Department Store 


The department store is a child of 
congestion. It grew up in an era when 
population was packed together by lack 
of transportation, and cashed in by 
Occupying the busiest eorner. It is 
primarily a retailing outlet for demand 
merchandise. 
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Independent Dealer 


Many alluring plans for distribution 
are about, but how are they going to 
stand up when one is married to them? 
... An interview with a manufacturer 


From an appliance manufacturer’s 
standpoint, the cloak and suit mentality 
of most department store executives 
does not mix with specialty selling any 
more than oil and water. The greater 
freedom that specialty people enjoy, 
their irregular hours, their higher pay 
are always stirring up envy in other 
departments. On the other hand, the 
department store’s advertising in a 
community is a formidable force. The 
department store is a good organization 
for collecting, but lacks the facilities 
for repair, handling trade-ins and the 
like. 

The department store has a high 
cost operation. Many manufacturers 
have felt that the department stores 
have not been very profitable custom- 
ers for them, but rather offered volume 
business. 

In the future breakup of our cities, 
the movement of population to the 
suburbs—thanks to improved trans- 
portation—hits the department store’s 
possibilities. In many ways they are 
losing the advantage of location. Sec- 
end threat, and an even greater one, is 
the lower prices of chains. Once the 
department store offered the biggest 
bargains in town, now it does it no 
longer. Smart department store man- 
agement is swinging to fashion in a 
big way to escape direct price com- 
petition. These executives are build- 
ing suburban branches, but this does 
not necessarily mean they have the 
answer—for not having complete 
stocks, suburban department stores lack 
the attractions of the downtown head- 
quarters. 

The manufacturer may well ask— 
should he marry the department store 
as a retail outlet ? 


The Mail-Order House 


For years the mail-order house pene- 
trated places in the hinterlands where 
no other merchandise media went. 
With the electrification of so much of 
rural America offering the big unsatu- 
rated market of the near future, the 
catalog house certainly can get a jump 
in appliance sales. On the other hand, 
it must be remembered that buying 
sight unseen from a catalog, waiting 
for delivery is far from the normal 
procedure of purchasing. Can it suc- 
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ceed in competition with independent 
dealers on the spot, equipped with cars 
to reach the hinterland? Iso, will 
the complication of installation and 
servicing make such a method vulner- 
able to aggressive independent dealer 
competition ? 

The manufacturer who is wooing 
this system is a little dubious. 


The Chain Store 


America’s glittering success 
story in merchandising is that of the 
chain store. Here is an organization 
that at one fell swoop can offer the 
producer a terrific amount of business. 
One order, one delivery, cash on the 
barrelhead, purchasing out of season— 
and all the headaches of distribution 
taken off the manufacturer's shoulders. 
The way a chain can put on a cam 
paign and make it function is a joy to 
behold. For years chain stores have 
been corraling merchandising brains 
on their staffs. 

But back in the manufacturer’s mind 
is the thought of some wag who laugh- 
ingly said, “It wasn’t the U. S. govern- 
ment that started this idea of renego 
tiating manufacturers, it was the chain 
store.” The books are full of stories 
of manufacturers who let too much of 
their volume go to one chain and found 
themselves whittled down to where 
they were merely rubbing dollars to 
gether. One firm figures that it-does 
not dare to give more than one-fourth 
of its volume to the chain store for fear 
it will become too dependent. 

Again, a chain liability is the fact 
that this type of store rides the crest 
of the waves. It plugs merchandise 
at its greatest demand, then passes on 
to other stunts. As saturation of ap 
pliances increases the chain will run 
into the difficulties that are encountered 
with trade-ins, second-hand merchan- 
dise, and repairs. The chain is not 
equipped to do a tailor-made job and 
the likelihood is that appliances will go 
the way of tractors, automobiles and 
other types of goods that passed in and 
out of chain store doors. 

Another factor that gives the manu- 
facturer pause in contemplating the 
chains is the wealth of items carried 
in the chain store. This in itself tends 
to dissipate the amount of specialty 


most 


selling needed to do a big job. True, 
one chain ran up a record with refrig 
erators but under the protection of 
a price umbrella held by the refriger- 
ator industry. When a price cut came, 
a lot of the wind went out of this chain 
store’s sails. It takes specialty selling 
to do a job. Can the chains supply it? 

A few years back one chain store was 
not having any luck with sewing ma- 
chines. A saleswoman working on 
trade commission took over the depart- 
ment. With her ability she soon was 
making more money than the manager 
felt warranted,—despite the fact that 
he wasn’t selling any sewing machines 
before she came. He wasn’t happy 
until he cut her down to a whisper in 
salary — and she quit. When last 
heard from that chain’s sewing ma- 
chine sales had taken a nose dive. This 
type of mentality in chain operation 
hurts appliance prospects. 


The Cooperative Store 


Chief liability of the co-op today 
lies in the fact that it has not proved 
itself capable of developing specialty 
selling talent. It is one thing to cut 
the price on an established brand and 
grab off some gravy that the temporary 
rush brings. But that is not the way 
to build up a permanent business, and 
no manufacturer can afford to tie in 
to an outlet that does not promise to 
create a lot of new business for him. 
Riding on a coat tail is not creative 
Most cooperative merchandis- 
ing to date has been items which could 
anyway—such as fertilizer, 
barbed wire, tires, fencing and the like. 
\n electrical appliance specialty is 
something else again. 


selling. 


be sold 





The Independent Dealer 


Last of all, let us come back t_ the 
old original method of distribution—the 
distributor and the independent dealer. 
It isn’t too much to say that a lot of 
retailers who, just before the war, sat 
around on their hunkers and sold by 
offering $5, $10 or $20 off the list price, 
scarcely deserve three rousing cheers 
True, the manufacturer was probably 
guilty in setting up and permitting 
such a thing to go on. But you can 
readily see from a long swing point of 
view that if price is to be the only 
thing to get appliance sales, the re- 
tailer actually doesn’t offer very much. 

His real job is to beat the bushes 
and fit into individual lives of custom- 
ers the things that manufacturers 
The retailer’s job is to col- 
lect the money, keep the device serviced 
and repaired. Where a retailer starts 

(Continued on page 62) 
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A New Approach to 








STORE PLANNING 


A practical modernization plan, designed for 
the average dealer to speed post-war appli- 
ance merchandising efficiency, is sponsored by 











RICHARD M. BENNETT 


Professor of Design in the Department of 
Architecture at Yale University is being 
retained by Universal to create the basic 
plans for the store moderization program. 





DR. O. P. ROBINSON 
of New York University's School of Retailing 
is asociated with Universal's plan board in 
producing the flexible guide to store plan- 
ning and modernization. 











Landers, 


Frary & Clark 


in cooperation 


with other manufacturers of store equipment 


By LAURENCE WRAY 


O subject interests the average 
N retail dealer quite so much as 

his place of business—unless 
it is his home. His home is an in- 
tensely personal reflection of his tastes, 
his hobbies, his economic status, the 
needs and desires of his family. His 
store, on the other hand, enjoys almost 
the same place in his affections. It is 
where he spends a large part of his 
working hours, it reflects, like his 
home, his own’ personal tastes and 
judgment and, most important, it is 
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the medium through which his living 
is made. 

Small wonder that in the electrical 
appliance field, where war has rele- 
gated the traditional merchandise dis- 
play to the barest minimum, and where 
the store has been turned over to alien 
goods and the harsh realities of repair 
and service, that dealers by the thou- 
sands have been quietly dreaming and 
planning of the place of business they 
would have when the exigencies of war 
no longer plagued them. Their appe- 
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tites and their imaginations have been 
fed by stories of new developments in 
Plastics, in glass, in pigments and in 
lighting. They have read articles and 
studied architect’s drawings of new 
and colorful plans for interiors, ex- 
teriors, windows, offices, display cases 
and flooring. They have heard about 
the latest methods of determining 
Proper location, of attracting and in- 
fluencing the flow of store traffic, and 
of controlling accounting and clerical 
details, And above it all, there shines 
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Celotex standard building board, tile and plank is used for treatment of the store interior. 


“a Oe 


projecting panels at right for effective display of major appliances. 


board is shown. 


the bright picture of hordes of ap- 
pliance-starved customers, clutching 
cash in their fists, fighting for the privi- 
lege of taking the goods off his floor. 

Fanciful? Perhaps. But a not too 
inaccurate summary of what is going 
on in many retailer’s minds. 


Survey Proves Interest 
In a -recent national survey by 
landers, Frary & Clark, for instance, 
18,000 questionnaires on store plan- 
ing were sent to dealers registered 
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under the company’s “U” Plan for 
“V" Day. At the latest count, 3,080 
complete returns (16% percent) were 
in of which all but 61 dealers were 
planning for store improvement in one 
form or another. Dealers interested in 
store front improvement numbered 
2,429, or 79 percent—2,198 dealers 
planned to improve their store lighting, 
or 70 percent; 2,156 dealers were plan- 
ning to improve their store interiors, 
or 70 percent; 2,219 dealers, or 72 per- 
cent, exhibited interest in modern dis- 
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Note zig-zag 


At left, simple application of Celotex 
Below, detail of two types of Celotex board showing method of joining to wood panel. 
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play fixtures; 1,869, or 60 percent 
wanted new signs; 1,638 planned ex- 
tensive revisions of flooring, or 53 per- 
cent; and 826, or 27 percent, showed an 
interest in installing air conditioning. 

The dealers surveyed were located 
from one end of the country to the 
other and comprised specialty appliance 
outlets, furniture, hardware and radio 
stores, automotive supply houses, jewel- 
ers, music and drug stores. Utility 
companies and department stores were 
also well represented. Specialty ap- 
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STORE EXTERIOR 
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The store front features open design, with high glass windows accentuated by low bulkheads to make an effective window of 
the entire store front. Recommendations and specifications were provided by Pittsburgh Plate Glass Co. 
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pliance stores led the parade, however, 
with, 39 percent exhibiting interest in 
store modernizing. 

The survey also revealed a healthy 
interest on the part of dealers in in- 
stalling complete electric kitchen and 
laundry demonstration units. Of the 
75 percent of dealers of all types who 
were planning some form of store 
modernization, 67 percent were making 
plans for complete kitchen displays, 
while 73 percent wanted to put in 
home laundry demonstration units. 

Surveys returned to the company 
gave dimensions of present stores 
which indicated that the typical elec- 
tric appliance and radio specialty re- 
tailer’s store was 68 feet long and 24 
feet wide; hardware stores were a 
trifle larger—72 feet long and 28 ieet 
wide. Department and furniture stores 
invariably were planning greatly in- 
creased space devoted to major ap- 
pliance display. 


Launching a Plan 


With these facts at hand, Universal 
executives launched a complete store 
planning program under the title 
“Moderneering,” with the aim of tak- 
ing store planning and modernization 
out of the blue-sky realm. They aimed 
to provide a practical plan which any 
average dealer can apply to his own 
premises without being a store plan- 
ning expert. They aimed, too, at 
making store modernizing fit the 
pocketbook of the small dealer. Market 
research studies showed that the aver- 
age dealer had only about $2,500 in 
capital—scarcely enough to finance his 
appliance purchases, to say nothing oi 
fixing up his place of business. 

The company’s approach to the 
problem had the great merit of sim- 
plicity. Two experts were retained by 
Universal—Richard M. Bennett, pro- 
fessor of design in Yale’s Architecture 
Department and Dr. O. P. Robinson of 
New York University’s School of Re- 
tailing. Mr. Bennett created the basic 
design plans for three types of stores 
and a group of cooperating manufac- 
turers contributed original plans for 
various elements of the completed job 
— interiors, store fronts, lighting, paint, 
signs, flooring, etc. In other, words, 
basic store plans are first provided for 
electric-radio stores, hardware and 
general stores and appliance centers 
for department and furniture stores 
which provide layouts, designs and 
suggestions for improved merchandis- 
ing. Then the second step follows 
through with the development of these 
plans by the cooperating manufactur- 
ers. The manufacturers include Pitts- 
burgh Plate Glass Co. on store fronts; 
Congoleum Nairn on floor designs: 
Celotex Corp. on recommended treat- 
ment for walle and ceilings; Sylvania 
Electric Products on lighting; W. ¢. 
Heller & Co. and American Store 
Equipment Corp. on counter display 
fixture design ; Devoe-Reynolds Co. on 
painting ; National Electric Sign Asso- 
ciation on interior and exterior signs, 
and the Carrier Corp. for develop- 
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ment of air conditioning installations. 
Each participating manufacturer 
ovides comprehensive information 
r doing the job, according to W. J. 
‘ashman, director of promotion and 
iblicity for Universal. Specifications 
re outlined, suggested treatment dis- 
-ussed, approximate costs for the spe- 
ific plans recommended in the esti- 
mates. In addition, the cooperating 
manufacturers supply a complete list 
f points of sale to service the Mod- 
erneering program at the local level. 
Thus to get under way, the dealer has 
only to decide on the basic plan to be 
used, call in his local architect to apply 
it, and contact the local agents of those 
manufacturers who engineered the 
basic elements of the plans. 
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The Basic Plans 


For the purposes of this article, both 
the text and the illustrations on the 
basic plan and its contributing elements 
—walls, store front, floors, fixtures, 
lighting, signs, etc.—have been con- 
fined to the typical appliance and radio 
specialty operation. Its dimensions 























follow the average of 68 feet long and 
24 feet wide. 


sriefly, the floor plan provides for 
arousing interest and controlling traf- 
fic through the store. Front display 
‘ounter suggests an orderly direction 
of consumer interest toward the right 
nd left of the store. This is further 
carried out in display along the side 
walls and specialized demonstration 
units. In the illustration note, for 
instance, that the front counter display 
leads the customer's interest to spe- 
cialized demonstration unit featuring 
home cleaning equipment; that traffic 
is controlled beyond this point by 
means of an adjoining display counter 
—all designed and located to expose 
major items and “atmosphere demon- 
stration areas” at all times. 

\t the right side of the store, saw- 
tooth planned background planes 
feature major appliances. The broken 
line, according to Mr. Bennett, is less 
inclined to streamline traffic past im- 
portant sales areas; attention is more 
easily centered on the individual piece 
of merchandise, yet the value of mass 
display is retained when viewed from 
a distance. The individual zig-zag 
projections isolate each model for 

’ customer interest. 
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Actual demonstration arrangements 
of major appliances are planned at the 
back of the store (1) as a traffic mag- 
net that will draw customers through 
the store, (2) to set the stage for final 
decision and purchase after preliminary 
inspection of models and (3) to stimu- 
late additional purchases. 

The interest of the customer having 
been arounsed by spotlighting in- 
dividual models, merchandising flows 
naturally to demonstration units, under 
the guidance of dealer’s salesmen. 
These atmosphere demonstration units 
are planned for practical sales work— 
not as show piece areas. In the cleaner 
demonstration unit, for instance, a rug 
is secured to the floor at a point where 
store layout suggests a natural flow of 
traffic over the carpeted area. Step- 
ping from the accustomed flooring to 
this rug, the customer inadvertently 
stops to reason why. And the presence 
of all types of vacuum cleaners en- 
courage on-the-spot demonstration. 

The over-all layout permits no 
“dead-spots.” If radios, record-players 
and records are to be presented as 
feature merchandise, the flow of traf- 
fic is guided naturally to the left wall 
of the store where these models invite 
inspection and demonstration. 





1945 





LIGHTING LAYOUT 


At the rear of the store, portions are 
allocated to the office, the service de- 
partment and the air conditioning unit. 


Interior Remodelling 


Modern treatment of walls and ceil- 
ings provides a background for proper 
display of merchandise. And interior 
remodelling, as Celotex points out, is 
no longer a major operation. The 
structural advantages of standard 
building board, tiles and planks make 
it possible to abandon static straight- 
line arrangement in favor of 
broken line treatment, both to: em- 
phasize featured displays and control 
customer traffic. In addition, the work- 
abilitv of the materials offers an un- 
limited choice of decorative treatments 
It is easily cut, grooved or bevelled; 
be bent around curves; can be 
stained, painted, stencilled, or factory 
white finish maintained. 

Recommendations by Celotex for the 
appliance-radio store are as follows: 
Ceiling—16 x 164 in. thick ceiling tile 
board—the two available 
sizes. Interlocking joints conceal nail 
‘onstruction and present a finished flat 
white surface that can be painted if 
desired. If radio and record demonstra- 
tions create a noise, it is possible to 


wall 


niay 


larger of 









Sylvania Electric Products worked out the lighting. General interior uses 14 

fluorescent fixtures (C-115), each equipped with two 40-watt lamps. 

fixtures are 49 in. long by 13 in. wide, mounted 10 ft. apart in two con- 

tinuous rows. Spots are provided with long lead to permit adjustment. At left, 
detail of service, desk and counter lighting. 








The 


control this distraction by insulating 
the ceiling with acoustical tile. Acousti- 
cal insulation of listening booths would 
also contribute to the efficiency of the 
department. Walls—Panelled projec- 
tions along right wall are 4-in. stand- 
ard building board. Four-foot widths 
are applied to simple wood frame con- 
struction with reinforcing upright at 
back. Edges are finished with picture 
molding of contrasting The 
rear wall is faced with Celotex board 
in standard widths. Square edges may 
be finished with recessed molding—the 
face square with the surface of the 
board. Moldings or battons may be 
applied over joints, or edges can be 
bevelled. The left wall 
the radio and record department by use 


color 


emphasizes 


of Celotex finished plank, creating an 
impression of extra height when used 
in vertical applications 
Store Fronts 

Outstanding characteristic of the 
store front, engineered by Pittsburgh 
Plate Glass Co. for Universal’s typical 
appliance-radio store is open design, 
with high glass windows accentuated 
by low bulkheads, and the metal-cov- 
ered door jamb assembly, to make an 

(Continued on page 56) 
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l. The Service Operation 


7 trai ouple of veat ilter 
the Harde tor pened 


the ser ul part lepa 
ments inv t xisement, 27x90 
Tee x lually absorbed 
all vailabl 1 ( the \long 
one le val ( the three main 
wo bench« levoted to washer 
repal each partially partitioned off 
from the others and all supplied with 


the proper tools to handle this type of 
work efficiently. Another work bench 
at one end of the basement, is similarh 
set up for cleaner repairs. The shop is 


complete to a small paint and drying 


room, a buffing and polishing roo1 
with a large air exhaust fan, all the 
necessary heavy machinery including 
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Along with sales of 500 vacuum cleaners and 1200 washing machines 
annually in prewar years, J. E. Hardee Co., Jamaica, Long Island, N. Y.., 
(upper left) grossed $30,000 on service which now brings in $60,000 to 
$70,000 despite reduced shop manpower. Operating this highly-success- 
ful sales and service outlet since 1926 is James E. Hardee (above). 
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Now the department is down to five 
key men and one apprentice who all 
work 57 hours a week. There is virtu- 
ally no because of a 
healthy bonus thrown in for the worker 

ho completes his full time. Annual 
gross for parts and service now ex- 
ceeds $60,000 and the department rings 
up a worthwhile profit. At the rate new 
appliances were rolling out of the store 
in prewar years there used to be an 
average of 150 free service jobs han- 
lled monthly. The free service guar- 
antees on those appliances, of course, 
since have elapsed. 


absenteeism 


Complete Rebuilding 


The company specializes in a com- 
plete overhaul and rebuild job. It is 
distinctly a type of service operation 
which and holds customers— 
while the company slices a fair profit 
out of rebuilding job passing 
through the shop. Charges of $50 to 
$60 on a washer are commonplace. In 
pre-war this included highgrade re- 
finishing, with all metal parts polished 
while painted surfaces were scraped 
and sprayed, thus giving the machine 
the appearance of a new one. It 
worked like a new one, too. In fact, the 
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returned washer carried a 


guarantee. 


one-year 


Today’s job costs the customer ap- 
proximately the same but the washer 
now doesn’t get that final refinishing 
touch unless the customer pays an ex- 
tra premium for it. Reduced shop man- 
power and increased labor costs are the 
reasons. As for the year’s guarantee on 
all work done by the department on 
any appliance, Hardee never quibbles 
in event of a kickback even though the 
later trouble proves no fault of the 
shop. 

Jim Hardee is proud of the reputa- 
tion his company earned through this 
type of service. Speaking of those re- 
built jobs he says: “It is thrilling to 
see them go out of the shop. They are 
as shiny as brand new pennies. And it 
is thrilling to watch the customers 
when they see their former wrecks re- 
turned to them. Some housewives at 
first simply can not believe it actually 
is their own old machine. I’m sorry we 
temporarily had to ease out of most 
refinishing and repainting. Nowadays, 
after the repair estimate has been ap- 
proved by the customer and the washer 
then loaded on our truck, our man 
sometimes goes back into the home and 
quotes separately for this added serv- 
ice, another $10 «© $15 for the job. 
But we can’t take on too much of this 
work right now.” 

Who the who sell these 


are men 
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power in the repair shop — and 
with only one outside service- 
salesman left—J. E. Hardee Co., 
Jamaica, Long Island, N. Y., dur- 
ing war has doubled its dollar 
volume on washer and cleaner 


repair business 





service jobs and also sell new appli- 
ances in normal times? What are their 
qualifications and how are they 
trained? On what basis are they em- 
ployed? Hardee supplies the answers, 
as follows: 

“Now we're down to one employee 
on the outside who has to make 
around 15 calls a day but when we had 
new appliances on the floor we always 
had four or five men on the outside. 
Each one had his*‘ewn routes and 
started off every morning with four or 
five calls on his schedule. If he came 
back into the store early in the after- 
noon we handed him a couple more 
calls. Few of these men ever averaged 
more than eight calls a day. 


Service-Salesmen 


“T consider these employees outside 
service-salesmen. They have to be long 
on personality. They must be good 
mixers—and quickly. By this I don’t 
mean they should barge into every 
home under a full head of steam but 
they must be able to get to first base 
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Hardee rarely has to check 
any detail work pertaining 
to repair department. He 
merely confers briefly at 
times with shop foreman 
Steve Banach regarding 
general system. 


without losing too much time. Since 
we don’t exercise a lot of controls on 
these outside service-salesmen, they 
must be ambitious. When they’re out- 
side, they’re on their own. The kind 
who report for work and then take in a 
movie to kill tinie don’t last very long 
here. Fundamentally, these men must 
possess the qualities which make a 
good salesman. 

“Generally speaking, I can give a 
good salesman sufficient mechanical 
training in the shop in a short period 
so that he can earn a fair living on 
the outside. But I can’t take an expert 
mechanic and give him sufficient sales 
training in a similar period so that he 
can fill the outside slot satisfactorily. 
After all, on the outside he must be 
primarily a good salesman, not an ex- 
pert mechanic who is more than apt 
to try to do too much repair work in 
the home. As a salesman he merely 
has to diagnose troubles, not fix them 
unless they definitely are of minor 
character. 

“I’m all for the outside service-sales- 





Hardee's effective answer to New York City discount house 
men trained to self everything from minor repair jobs to new appliances. 


By LANSDELL ANDERSON 


man who in normal times can go into 
a home like this: ‘Hello, Mrs. Smith, 
haven’t seen you since last August 
when we rebuilt your cleaner for you. 
Say, (giving the kid a pat on the head) 
Johnnie sure is getting to be a big 
boy now, isn’t he? And how did your 
daughter make out in that secretarial 


school ? Landed a good iob al 
ready! Well, that’s certainly fine 
Now let’s see this washing machine 


that’s giving you so much trouble. 
Say, why don’t you trade this fool 
thing in for one that will work?’ And 
then I want our man to make the al- 
lowance and ask for the balance with 
a smile. We've had some boys who 
operated that way and they knocked 
out from $4000 to $5000 a year for 
themselves. The customers must have 
liked them because they received plenty 
of personal demand calls through our 
office. 

“Our outside service-salesmen held 
a strong hand against any competition. 
We originally started out with Savage 
washers, then took on ABC and also 
signed with Easy. Later we added 
Thor, Apex, GE, Maytag, Bendix and 
Blackstone. In cleaners we had Pre- 
mier, Eureka, GE and Apex. Refrig- 
eration was exclusively GE. 

Compensation Methods 

“ft guaranteed these men a base 

salary but they almost invariably 


earned much more. A similar set-up 
should work equally well after the war. 









competition was a smooth crew of four outside service-sales- 


Ralph Williams 


(center), is only one left. 


I plan to pay my men 15 percent on 
all clean sales made without 
taking a trade-in. When a trade-in is 
involved he'll get 10 percent. On store 
sales he’ll get 5 percent because he has 
to deliver, demonstrate and service 
the machine. Of course if it is a sale 
he initiated in the home but it is closed 
later in the store he will receive his 
full commission because it is considered 


those 


strictly his own personal sale under 
these circumstances. Very little service 


work ever is done in the home. Our 
minimum charge for this always has 
been $2.50 which allows a cut for the 
outside service-salesman On_ parts 


sold in the home he received 45 per- 
cent of the gross profit. On service 
work he delivered to our shop he re- 
ceived 35 percent of the net profit. 
“Although we have 
to-house 


lone no house- 
canvassing for and 
despite the small amount of store traffic 
on which we can depend, we have sold 
a lot of appliances. At least I consider 
1.200 vear, for example, 
more than just a handful. This has 
been accomplished because our outside 
service-salesmen are in such a flexible 
position when they are in the custom- 
er’s home. There need be no undue 
attempt to high pressure the customer 
into discarding her old appliances and 
buying new ones. Customers sense 
this very quickly. Meanwhile our man 
is set to sell a complete rebuild job, 
sell a straight shop repair job or fix a 
(Continued on paye 30) 


years 


washers a 
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minor trouble right there in the home 


Selling Complete Job 


“ 


Today, of course, our 
limited to service sales but in normal 
times he often can swing the customer 
from a straight shop repair job to a 
complete rebuild or from a rebuild to 
If, for a washer 
repair will run $25 he always can sug- 


man 1S 


a new sale. instance, 


gest that the customer go for another 
$ 


25 to give the machine a complete re- 
uild which will make it perform and 
look like new. On the other hand, if 
the customer has expressed a willing- 
ness to spend $50 to $60 for a complete 
rebuild he then suggest 
he’ll allow $20 for the old machine— 
that makes a total of $70 to $80—-so the 
customer will only have to go in for 
another $50 or so for 
washer. 

“On cleaners the situation is a bit 
different. Now we sell the rebuild 
idea at $12 to $15 but in normal times 


s 
} 


always can 


a brand new 





s not necessary to work the rebuild 
as a springboard to create new sales. 
Our men can take two or three new 
cleaners along with them to leave with 

ustomers when they pick up their 

broken machines. Their story is that 
the shop will check on repair cost and 
phone the charges. Meanwhile the 
customer is selling herself on the new 
machine which our man has carefully 
demonstrated for her. We couldn't do 
this with a washer except by making 
two trips because our men have a 
truckful of deliveries when they start 
out on their calls. Irons are a cinch 
because the repair cost on an old one 
usually is so close to the sales price on 
a new one. Instead of paying $3 or $4 
for repairs she usually is glad to find 
an excuse to pay around $10 for a new 
lightweight iron.” e 


How Business Developed 


Why did Hardee develop his busi 
ness along these particular lines? 


“Basically, this is a service market 
and a replacement market. Service 
should lead naturally into sales. We 
need a service department anyway, to 
cover guarantees, so why not make it 
a paying proposition? 

“Frankly, I developed this system to 
battle the discount houses in New York 
City which sent many dealers in sur- 
rounding areas into the discount busi- 
ness whether they liked it or not. It 
is impossible to pay a salesman and 
give a discount at the same time. So 
we got away from the discount buyers 
and created our own customers. We 
sold service and we gave a trade-in 
allowance. We yanked our salesmen 
into our shop and taught them the 
mechanics of washers and cleaners. 
This system worked immediately. We 
soon found that even discount house 
customers were impressed when they 
paid service costs and learned the hard 
way that they didn’t save any money . 
after all.” 





Corner of the washer parts department where replacement parts for all types of machines 
formerly sold by the company are conveniently stocked in shelf bins along walls. Sale of 
used parts stripped from trade-ins, formerly junked, now is profitable. 








Corner of the cleaner section of repair shop where full replacement part stocks also are 
carried for all types formerly sold. All machinery necessary for complete rebuilding jobs, 
including lathes, is located convenient to bench shown above. 
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Are there any other ways in which J 


wartime conditions have affected 
Hardee’s service policy? 

“Yes. Nowadays we hold no trade 
secrets from the customer. We never 
sell a part without first questioning the 
buyer if he knows how to install it. 
If he doesn’t know, we instruct him. 
We even go so far as to warn him not 
to use a Stillson wrench on a pump 
housing, for example, so that he won't 
crack it up. Over the phone, too, we're 
always glad to help the customer. 

“Our parts inventory has been radi- 
cally affected by reason of old trade-ins 
which never before were an asset on 
the books. Now, with 100 of them on 
hand, we have been able to dispose of 
used parts in huge quantities. 

“We never gave more than 60/% 
days on service charges, and then only 
in special cases, but now we receive 
very few calls for terms. We explain 
that we don’t keep books any more 

(Continued on page 68) 


The key men, all master mechanics, employed in this well-equipped service shop have 
been in the Hardee organization at least ten years. Above, Eddie (at right) and Artie 
Reddy, twins, team together in a brother act to repair a balky washer post. 





Washer repair department specializes in a complete rebuilding job costing around $50 
to $60 on the average and carrying a one-year guarantee. When finished, washer works 


and looks like a brand new machine. Steve Banach (left) is shop foreman. 
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2. Card System Brings Hardee Business 


Another important factor in the Hardee 
operation is a unique card index filing system 


‘THE continued success of Hardee’s 

operation in the service-sales 
field can be resolved into three equally- 
important parts, (1) The concern’s 
proficiency in rendering superior serv- 
ice through its inside shop organiza- 
tion, (2) the high efficiency of its out- 
side service-salesman arrangement, 
(3) a phase of the business which 
Hardee smoothly geared into motion 
vears ago and now is capably handled 
by two women: 


The Third Phase 


Selling service and selling new elec- 
trical appliances in the highly-competi- 
tive market in which this company is 
located first requires the establishment 
of direct contacts with prospective con- 


sumers. Once these prospects are de- 
veloped into customers, continuing 
contacts must be maintained with 


them. This is the third phase. 

The store enjoys virtually no trans- 
ient trade. There is little store traffic 
of any kind. The consumer contact 
which supports the business stems 
principally from an imposing total of 
17,600 customer names—all live ones, 
Hardee’s experience over a long 
period has taught him the most eco- 
nomical way to contact prospects 
Furthermore, when it comes to main- 
taining continuing contacts with es 
tablished customers, he is a master. 

Hardee’s primary advertising medi- 
um is the telephone Red Book. In a 
territory of this type there is nothing 
like space display in the classified 
directory of the telephone company 
for bringing in live leads, in his esti 
mation. When a woman wants a 
washer or cleaner fixed, the phone book 
is the first place she looks for a solu- 
tion to her troubles, he says. Conse- 
quently, he goes in heavily for space 
advertising in the Red Book. This 
constantly keeps his customer list 
growing. He justifies the cost of this 
advertising by pointing to 17,600 cus- 
tomer names and then asking how else, 
at comparable cost, he possibly could 
develops an equal number of live con- 
tacts as are represented there. 

This phone book advertising is the 
company’s ace customer producer. It 
was proven beyond dispute through 
torm letters sent to many hundreds of 
new customers. Since the primary 
purpose of the letter was to obtain an 
accurate check on this particular ad- 
vertising, without directly mentioning 
the phone directory, the approach had 
to be devious. This was right up 
Hardee’s alley. He handled it with 
consummate smoothness, as follows: 


too. 
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Customer Letter 


“We wonder if you are thoroughly pleased 
with the service work we recently did for 
you; if our representatives were fair and 
courteous in handling your service requests? 

“Our Repair Department has grown so 
large that we feel an expression from our 
customers would be very helpful in correct- 
ing mistakes or improving conditions un- 
known to the management. For that reason 
we make this personal appeal to you, with 
the earnest request that you use the en- 
closed, self-addressed, stamped envelope in 
replying to the few questions below: 

“I. Was the repair work done satisfactor- 
ily? 

"2. If the required service was not caused 
by wear from normal usage, but by neglect, 
did our representatives explain this to you 
so as to avoid a recurrence? 

"3. Will you continve to call on us for 
service? 

"4. Was your patronage a result of ad- 
vertising or customer recommendation? If 
neither, please explain. 

“Our purpose is to obtain constructive 
criticism which we will greatly appreciate as 
it will enable us to render a more efficient 
and economical service with a resultant feel- 
ing of goodwill amongst all concerned.” 

The strong flood of returns was very 
gratifying—and surprisingly instruc- 
tive regarding that last question. 

Although several friends had warned 
him, when he was making up the letter, 
not to include such a wide-open invi- 
tation for complaints as the first ques- 
tion offered to chronic gripers, Hardee 
was confident an affirmative answer 
would be given in virtually all replies. 
The “yes” vote, better than 99-to-1, 
proved his analysis correct. And it 
was only by leading off with that frank 
question, he believes, that he drew so 
high a percentage of returns. 


Phone Book Scores 


Roughly 80 percent of the answers 
to the last question pointed directly 
to the phone book. A few merely said 
“advertising” but at that particular 
time, this was the only advertising 
being done by the company. Most 
answers were more. explicit, such as: 
“Telephone Red Book ; Classified Tele- 
phone Directory ;” “Selected your con- 
cern through the classified ad in the 


Long Island Telephone Directory ;” 


“Just looked in the telephone book and 
as you had a large ad, I called you.” 
The evidence in favor of this medium 
of advertising was overwhelming. The 
remaining 20 percent were about 
evenly divided between “customer 
recommendation” and some reply indi- 
cating that they had seen the Hardee 
Co. store when shopping or commut- 
ing or knew of it through some other 
way such as this. 
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Another important factor in this company's operation is card index system registering 
17,600 customers, filed alphabetically in safe, at right in photo, plus duplicate cards filed 
territorially in center bank of drawers and service tickets, at left. 


Turn Miss N. M. Freer loose on the phone 
with a batch of these cards and she promptly 
drums up a surprising amount of new busi- 


ness for service and sales departments. 
Furthermore, customers immensely appre- 


ciate her attention. 


Personally, Jim Hardee shuns detail 
work. He doesn’t even read or sign 
orders for appliance parts. He set up 
a simple system for ordering parts and 
if it is followed there is no chance of 
the department ever getting caught. 

Similarly, he organized a card index 
system which would take due care of 
continuing contacts 
Next, he trained his office staff how 
to get the utmost good out of this com- 
prehensive file system. 


Card Index System 


When tht initial service ticket on a 
new customer is made out in the office, 
usually as a result of a phone call, a 
master key card and a duplicate card 
also are issued in the customer’s name. 
These are ruled cards, size 4x6 
inches. In the event a sale opens the 
original contact. with a new customer, 


with customers. 





Mrs. Pauline Corwin divides her time about 

evenly between general office routine, in- 

cluding the card index system, and the 

repair of irons in which she now is very 

proficient, invariably ringing up weekly prof- 
its exceeding her salary. 


probably through the store, the key 
and duplicate cards are made out in 
the same way. 

The average service ticket carries 
the date, along with customer’s name, 
address and phone number, across the 
top. Then follows the specific appli- 
ance, with its age if known, and the 
customer’s report on the present 
trouble. Also noted is the date and a 
brief word or two covering the last 
previous service trip, if any, made on 


that appliance. A_ typical service 
ticket, for example, reads: “Easy 
washer. We sold 11-18-39. Blows 


fuses; probably overloaded. No record 
of service.” 

The ticket then is stamped with the 
initials of the outside service-salesman 
to whom it will be given for attention. 
When the job has been completed in 

(Continued on page 70) 
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The soldiers—particularly younger ones—spend a lot of their time pitching 
woo along the parked banks of San Antonio's meandering river. 


San Antonio, Texas, offers a test tube 
for studying three kinds of markets. 


SHAPELY girl, 


tripping dow: 


Broadway in San Antonio, 
turned when a boy bootblack 
ran up behind her and_ hollered, 
“Hey !” 
“What is it?” she asked 


A man at my stand just offered to 


buy vou a free shine,” the boy told 
her 

Phi riginal way of picking up a 
girl just one of the ways in which 
San Antonio, Texas, stands forth as 
an original type of market. Markets 
are like women—some can be won by 
free shines, others by chocolate malted 
milks and still others like to be taken 
out to the races. It is well to find out 
just what kind of a town you are 
wooing before launching a merchan- 


dising campaign 
San Antonio is a 295,000 
population and Bexar County brings 
the total up to 352,000. In the 45 
counties of the San Antonio trade area 
population Guy Denser, 
merchandising expert of the San An 
tonio Express, claims to be 1,157,500 
San a flavor all 
as a town, as distinctive as grapefruit 
Sand 
are the native 
costume and a lot of people effect the 
high-heeled pointed cowboy boots for 
daily wear. Suntan faces are the rule 
and Stetson means a sunshade, not a 
hat. Stores and belts 
do a thriving business, girls clad in 
green uniforms lick ice cream cones 


town of 


is a which 


\ntonio has its own 


with olive oil poured over it. 


colored pants and shirts 


selling boots 
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Soldiers... 


Senoritaslaz 








Here is a senorita—representative of San Antonio's colorful Mexican 
population, but unfortunately, not high on the economic ladder. 


when they are not making change for 
firm named Fox boasts 
world’s largest photo 


bus fares, a 


of being the 

finishers. 
Sitting along the parked river bank 
that winds through the San Antonio 
like Venetian canals 
ire three types of citizenry: Soldiers, 
retired folks. These, 
with the rural population, form the 
backbone of the San Antonio market. 
Studied as such, these groups throw 
interesting light which may be ac- 
patterns for their 


kind anywhere in the country. 
Randolph Field, West Point of the 
air, is not far from San Antonio. Be- 
ing a low-cost town that has discour- 
aged manufacturing San Antonio has a 
large number of retired army officers 
living in its midst. At a glance, men 
in the army with their families would 
seem to be the finest kind of a market 
for appliances. Their pay is certain, 
they have no ups and downs. But the 


business district 


Mexicans and old 


‘epted as typical 





























Joske's department store dominates the town's merchandising. Here it is viewed 
from the nearby Alamo, patriotic shrine of the Lone Star State. 
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unfortunate thing is, most army men 
from the rank of captain up live be- 
yond their means. While the army 
encourages its officers to marry wealthy 
women, this is not necessarily the rule. 
And with any family living beyond its 
means, it is the tradesmen that suffer. 
You can’t sue an army officer and 
apparently there is no way to put the 
squeeze on them outside of picking 
up the merchandise. Consequently, 
collection costs more than negate the 
attractiveness of a sure pay setup. De- 
partment stores have the best luck in 
-ollecting as they simply cut off charge 
accounts when the family is behind on 
its appliance payments. Because this 
hits the women folks of an army family 
this usually brings a quick settlement 
of past due payments. 

As a source of business to suppliers, 
the army has not been a good cus- 
tomer for more than a year. Today 
army posts in Texas are selling second 
hand material direct, instead of passing 
it back to sellers, and thus is a factor 
in demoralizing the market. 


Retired Folk 


People who retire—an army officer 
who retires belongs in this category— 
usually bring a lot of small appliances 
south with them and plan to live 
cheaply. They will buy refrigerators in 
preference to laundry equipment, ra- 


1945—ELECTRICAL MERCHANDISING 














ios and 
eeled. 

they are 
San Ant 
book sho 


ther pa 
largely st 
Obviousl 
loney t 
loubted] 
ippliance 
tort. 


Some 
in San . 
and 40.5; 
It is est 
Texas-M 
It is no 
Express, 
Mexican 
the perce 
minimun 
substanti 

woul 
status of 
low to 1 
appliance 

Visito 
restaura’ 
of garlic 
the larg 
of the ci 









ELECT 









men 
re be- 
army 
ealthy 
» rule. 
nd its 
suffer 
r and 
ut the 
icking 
ently, 
te the 
. De- 
ick in 
harge 
ind on 
e this 
family 
ement 


pliers, 
| cus- 
Today 
second 
assing 
factor 


officer 
fory— 
iances 
> live 
ors in 
it, Ta 


SING 









na Senescence 





Here is senescence—typical of the army of old folks who have retired to bask in 
sunshine, and who are good customers for certain kinds of appliances. 


os and room coolers if they are well- 
eeled. Because they don’t eat a lot 
they are no market for home freezers. 
san Antonig has more antique and 
ook shops per square inch than any 
ther part of Texas, and these are 
largely supported by the retired group. 
Obviously these people bring in fresh 
oney to the city and being old, un- 
loubtedly form a good market for any 
ippliance that promotes health or com- 


rt 
ik. 


The Mexican Market 


Some 51.62 percent of the families 
n San Antonio are Anglo-American 
ind 40.57 percent are Texas-Mexicans. 
lt is estimated that there are 103,000 
Texas-Mexican families in the city. 
lt is notable, says the San Antonio 
Express, that the percentage of Texas- 
Mexican families (40.57 percent) and 
the percentage of homes with less than 
minimum comfort (41.8 percent) are 
substantially the same. Boiled down, 

would mean that the economic 
status of most Mexican families is too 

to make much of a dent on the 
ppliance market. 

Visitors see mostly the Mexican 
restaurants serving red hot food full 
ot garlic, and have little contact with 
the large Spanish-speaking population 
of the city. 








By TOM F. BLACKBURN 
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\n examination of the dwelling units 
of greater (Antonio 


a primitive economic 


San reveal the 
effect of having 
There is 
dwelling units in 
Some 69,731 
Ot these 24.- 
848 or 35 percent were owner-occupied. 


group living in its midst. 
said to be 81,335 
Greater San Antonio. 


were surveyed in 1940 


Oi these 25,078 or 37.2 percent were 
without private baths, and this is in a 
hot climate Of the 69,731 dwelling 
units surveyed in 1940, some 52,821 


had 


had gas meters. 


water connections. Some 56,370 


The buying power per capita in San 
\ntonio was estimated by one of the 
newspapers as being $935 per vear. 
The per capita income in Texas is 
reckoned as $677. This is lower than 
the national per capita 
1942 of $852. 

A guess was made by one of the 
San Antonio newspapers that the city’s 
per capita expenditure for electrical 
household appliances ran around 
$15.20. This obviously is a wild guess 
as no record of purchases appears to 
be available. 

The racial characteristics for San 
\ntonio are very much the same as the 
San Antonio area, said to cover 45 


income for 


counties. The population pattern for 
the various racial types is shown in 


the following table: 
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San Antonio's 














EVANS R. MOON who heads up appliances for Joske's, came to 
that store from Frigidaire. 








Wholesale 
Area City 
Anglo-American 55.56%, 51.62% 
Texas-Mexican.......... 39.15%, 40.57% 
ae Peer 5.29%, 7.81% 


The negro and Mexican element do 
not mix, except possibly in the lower 


levels. A breakdown of the economic 
levels in San Antonio is estimated 
about as follows: 
%o 
Public charges .. 3,100 9 
Work shy .. 1,400 4 
Poverty level . 22,465 7.1 
Bare subsistence 61,690 19.3 
Minimum for health and effi- 
ciency PT ee 44,820 14.1 
Minimum for comfort 67,350 21.1 
Comfort . yas 52,395 16.4 
Moderately well-to-do . 41,690 13.1 
WOME, on ascwoetons . 18,680 5.9 
Liberal living standing 5,420 1.7 


The Rural Market 


This is the country of ex-Vice Presi- 
dent Garner, whose motto was “Where 
a Yankee gets hold of a ham, I’m go 
ing to bring home a hog.” A country 
ot big ranches and oftener with less 
than two families per mile, rural elec- 
trification can scarcely be paying out 
in such widely open spaces. Big 
ranches do not necessarily use a lot 
more power than more compact north- 











HAL R. EDWARDS branch manager for Westinghouse Supply, 
looks for a building boom in San Antonio after the war. 


it is felt that 
will 


ern farms. 
rural 
through-out this area for political reas- 
One of the reassuring indi- 

ranchers and 
farm groups shoot the 
works when they fix up their places. 

Men like Hal R. Edwards, branch 
manager, of Westinghouse Electric 
Supply, Evans Moon of Joske depart 
ment store, C. L. MacNeal all look 
forward optimistically to a very steacly 
appliance business after the war. Thx 
same is probably the thinking of Gray 
bar, 1401 N. Hackberry, G. E. Supply, 
1801 Broadway, of Harry Roper, the 
\lamo Distributing Co., Frank Schroe 
der, 730 N. St. Marys, the Deep Freeze 
Distributing Co. of Texas, 518 Main, 
the South Texas Appliance Corpora 
tion, 1201 E. Houston, the Taylor Dis- 
tributing Co., Merchants Bldg., the 
Southern Equipment Co., 2116 Com- 
merce, the San Antonio Music Co., and 
many other groups. 

San Antonio 
lot of retired people living in its sun- 
shine, come what may after the war. 
It is going to have a soldier population 
drawing money regularly. The coun- 
try needs a building boom, declares 
Hal R. Edwards of Westinghouse, and 
may have it. But come what may, it 
is a sure safe market for the future for 


Nevertheless, 
electrification spread 
ons alone. 
cations is the 
other 


way the 
Texas 


is going to have a 
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Much Space for 


Allocation of floor space for Radio and Record Departments 
in tomorrow's appliance stores is discussed by Albert Sirota, 


general manager of Temple of Music's Long Island outlets. 











The Rockville Center store, headquarters for Temple's four Long 
(RIGHT)—general manager Albert Sirote 


says the discs will remain up front in post-war. 


sland outlets 


MAJOR problem in store ar- post-war. Ata recent meeting held 
A wes ent th w h iny vy a group of retailers in New York 
electrical applianc ile re t scuss these problems, he found his 
vrestling today vhat to do with th tentative space percentages coincided 
nograp! lepart ‘losely with the consensus of general 
when radios and appliances again pinion voiced at that ti 
lemand their due proportion of dis is radio and appliance concern, 
play area. Exactly how much space iounded in 1926 under the name of 
ld they then allot to a record de- lemple of Music Stores, Inc., in 1940 
partment which during the war mush- leared nearly 5,000 sets through its 
roomed all over the place And in _ four outlets, each of which is centered 
vhat section of the sales floor should n a community of approximately 20, 
this space be made available? Where 000 persons. The combined natural 
O the radio de partment then fit into ling area of the four outlets consists 
the general store scheme and how shall f the whole of Hempstead Township, 


the floor arr 


angement pattern be cut L 
nd small 


“ir proper perspective in the 


ng Island, which embraces around 
As high 75 


ipil 


to assure major 250,000 populatior as 75 
percent earn- 
living in this area commute daily 
» New York City, according to some 
nofficial estimates 
The 
For Albert Sirota of Long Island ny made such a strong showing for 
N. Y., these questions are especially 1 type of territory included Philco, 
becau is to supply the RCA, Stromberg-Carlson, Emerson, 
ng \ ral and G-E. A small service 
staffed with a skeleton force 
et up in each outlet. 
rigerators were first sold in 1928 
I a decade the annual sale 
has | the 500 mark, nearing 600 be- 
manufacturing was frozen for 
: G-E, 


was 


¢ 1; at 2) 
appliances 


overall 80 ft the wage 


~w 


One Dealer's View 


radio lines with which the com- 


The lines 


Crosley. 


ration. 


were 


and Service 





the case in one particular outlet, was 
confined to one 25-foot section of wa 
shelving faced by a counter. The sales 
floor in this store, which is compan 
headquarters and far larger than am 
of the branches, is 35 feet wide and 71 
feet deep. After allowing for doors it 
thus can be seen that the record de- 
partment only absorbed 12 percent oi 
the total wall space available. In 
terms of floor area it occupied a lear 
© percent. 


Record Department Expands 


Then came the war, sweeping appli 
ances off the floor’ As the war pro- 
gressed, the record department gradv- 
ally crept along the wall until it took 
up one entire side of the store. Then 
it spilled out into the center of the 
floor and started to chisel out add 
tional space for itself along the op- 
posite wall until it now holds dow 
more than 60 percent of all available 
room in the store. The record inven- 
tory at Rockville Centre, as in eac 
branch, exceeds $10,000. 

With a turn in the appliance tide 
apparently soon due, Sirota must de- 
cide what to do with this department 
And how much space or? the floor t 
allot to radios and to appliances as h 
readies the store for the post-war sale: 
campaign. His 
these lines: 

“My plans for store layout, to 


farmed out to local specialists. The 
top year in washer sales saw around 
800 machines delivered to homes. The 
company first stepped out with G-E 
washers and ironers in 1936, added 
Bendix a year later, and then branched 
out with the Speed Queen followed by 
small shipments of Crosleys and Thors. 

In those days the record department 
in the Rockville Centre store, to cite 


intentions are along 





Ranged in a line down the center of the store are three tables displaying both single 
records and albums. Spotted between the tables are revolving floor racks. 
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Post-War 2 
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Is 
app 
Lhe 
of th 
he 
railat ; 
inve 4 
n ea In this radio and appliance outlet, a $10,000 stock of records today takes up nearly 
60 percent of all available sales space, presenting Sirota a tricky problem as he plans 
pe ti his store arrangement layout for post-war. Shown here is a section of the shelving 
ust de now covering entire righthand sidewall, 70 feet long. 
rtmer / , 
loor t itried through in each of our outlets, appliance section will spread from on 
- as he Mell for space allocation as follows: side wall to the other, take up the en 
. > om - ‘ ~~ ee 
r 82 40 percent fer applionces. tire rear wall and nearly half of the 
1 f available floor area. As you enter the 
- 35 percent for radio. . . 
store. the radio section will be on the 
in 25 percent for records. left and the record department on the 







cated in the rear of the store, the right Starting at the front of the 





Dance hits are served up to fast-shopping customers on a self-selection basis 
through open display in counter bins built to carry the record cartons at 
the proper angle. 














store, both will extend along the side for the wartime job it did for us in 
walls to the beginning of the appli- each of our stores but I’m certainly 
ance section. As the space percentages not being swayed by this feeling when 
indicate, since radios and records each_ I line this department up for 25 per- 
will occupy an equal amount of side- cent of the total space available to us 
walls space, the radios will cover far for our post-war merchandising pro- 
more floor space than the discs. gram. I firmly believe that the record 

“T realize that some dealers will in- department will pay its way satisfac- 
sist that this store arrangement gives torily on that basis. As a traffic-build- 
records a better position and a heavier ing item for an operation of this type 
break on store space that they right- records have it all over any other allied 
fully deserve. Some may feel that I product. 





































am going overboard for the discs in “There is still another trend which 
post-war because thcy were business should convince radio and appliance 
ngle . ' lifesavers during warime, I'll admit dealers that this percentage of space 
n the left side of store, as you enter and walk towards the appliance division spread I personally view the record depart- for the record department can’t be too 
across rear of sales floor, albums are displayed in a large self-service rack. ment with a great deal of appreciation (Continued on next page) 
SING 
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The card control system in the service department provides 
Service Manager Arthur Posner, shown above, with detailed 
information at a glance covering every set handled by the shop 
for the firm's four outlets. Incoming phone calls are noted on 
pad at left and a service ticket then started in customer's name. 
The upper half, set up for convenience in estimating charges, 
serves as the master ticket. The first perforated stub, set up 
for charges, includes line for customer's signature upon return of 
set. Likewise listing service and parts charges, the second per- 
forated stub becomes customer's payment receipt when signed by 
serviceman. Printed on both sides, the stubs carry same number 
as master section of ticket. 


The master ticket then travels through this filing desk as fol- 
lows: First vertical slot lower left designates set is “En route 
IN" on service truck. The driver carries the stubs. Second slot 
is ‘Pre estimating” until set can be checked. When estimate 
completed, card goes into the horizonto/ racks, at side of desk, 
with one rack for sets brought into each store by customers and 











SERVICE CARD CONTROL SYSTEM 


a fifth for home pick-ups by service truck. Card placed at left 
side of racks means to “Advise customer” of estimate by phone. 
If customer wishes time to consider estimate, the card is slid 
to right side of rack under “Will notify us.” 


Next stop for master ticket is the third vertical slot “Estimate 
approved" from which cards are fed into shop as work orders. 
lf estimate not approved, customer pays minimum charge upon 
set return. Next four vertical slots—one for each outlet— 
hold cards on completed sets awaiting return to stores for 
customer pick-up. The stubs are on the sets. Other headings 
on adjoming slots include “Waiting for parts” in which event 
customer is notified, "Ready for delivery" to home when truck 
next makes drops, and "En route OUT" when set is on the way. 
Master cards are filed numerically. Retained charge stubs, 
signed by customers, are filed alphabetically under four store 
and service truck headings. When customers call Posner, he 
always can give them immediate full information regarding the 
present status of their sets. 




































Each Temple store prominently displays standard 
repair charge listings and a service work pledge. 
A 30-day guarantee covers all work done in the 
shop. There is a $! to $1.50 minimum charge 
for all repairs or estimates made, according to 
service manager Arthur Posner. 
















The shop's set-up for this control system is simple. 
in left side nearest bin marked "For production." 
the man doing the work stamps master ticket with his number and places it in 
bin at left bearing this number. Center bin holds blanks and a supply of special 
tickets left by truckmen at homes where they fail to find customer. 
solicits a return phone call from customer. 


MAY, 





Posner deposits master tickets 
When repairs are completed 


This ticket 
Number 8 holds supplies of cards. 


1945—ELECTRICAL MERCHANDISING 





far off the beam. Radio manufacturers 
tell us that a great majority of large 
sets produced after the war will carry 
a turntable. I personally expect at 
least 90 percent of the large sets to 
feature the record player.” 


Streamlining Necessary 


\lbert Sirota is well aware of the 
fact that his projected store arrange- 
ment will necessitate some changes in 
record merchandising. When the de 
partment is squeezed into less than half 
the space it now occupies, the present 
splurge of disc and album display nat- 
urally will have to be streamlined, par- 
ticularly in the smaller Temple out- 
lets where the whole department, with 
its $10,000 record stock, will have to 
be wrapped up in decidedly cramped 
quarters as compared to the space it 
now enjoys. Sirota, however, does 
not anticipate any appreciable loss of 
sales due to these changes. 

In the first place, this dealer does not 
subscribe to the popular theory that 
the fastest way to sell the most discs to 
the most people is to merchandise them 
almost exclusively through extensive 
self-service displays. He contends that 
in a store of this type, where the dealer 
knows his customers, that the place 
to sell records is at the counter in 
front of the stock shelves. It is here 
also, he says, that self-service displays 
best realize on their potential. 

Entering the store, there is a large 
self-service wall rack for albums im- 
mediately on the left. Down the center 
of the floor are several tables, with 
revolving floor racks spotted between 
them, displaying both single records 
and albums. Shelving covers nearly 
all of the wall, 70 feet long, on the 
right side of the store. This:-holds the 
bulk of the stock and is fronted by 
three counters, each about 18 feet long. 
Here, self-service is promoted in its 
most concentrated form. 

Sirota did not neglect the splendid 
opportunity this layout gave him to 
study the relative values of these vari- 
ous types of self-service merchandising 
aids. He now has a pretty clear idea 
what proportion of his disc business 
comes from each of them. He knows 
which customers linger in front of the 
large wall rack on the left side of the 
store featuring the self-selection oi 
albums and whether most of these cus- 
tomers stopped there before or after 
visiting the main counters, Finally. 
he has a rough idea of what percent- 
age of these record shoppers sold them- 
selves an album which they casually 
picked up at that rack or at one of 
the center tables. As a result of these 
observations he now predicts there will 
be no noticeable drop in total sales 
when the department is condensed in 
post-war. 


Self-Selection 


This dealer promotes self-selection 
of discs by consumers at the main 
counters in several ways. At the first 
counter the customer finds 24 popular 
dance records. These are stocked with- 
out ever taking them out of the origi- 
nal cartons in which they are received 
One end is cut out of the carton and 

(Continued on page 92) 
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Kat p\\ With half a million more circulation than the next publication, Farm 


JOURNAL is the largest of all rural magazines. 


COMPARATIVE CIRCULATIONS, 1944* 


RA Ounte ss se aca By Sete 2,587,097 
Cour eee. ie 8 ok ey ae 2,023,353 
Loumer's File” 8 le 8 Oe Eas ee 1,235,338 
Successful Farming hie « ~~ were 1,136,550 


*Latest A. B. C. statements 


Encourage the farm money to come your way. Stock and display these 


products advertised in current issues of the Farm JOURNAL. 





ALCOA ALUMINUM GENERAL ELECTRIC SPEED QUEEN WASHERS 
ARMCO STEEL KELVINATOR U-C LITE 
suncess eaTranes K-M ELECTRICAL APPLIANCES 


UNIVERSAL APPLIANCES 
F. E. MYERS & BRO. CO. 
BURKS WATER SYSTEMS U. S. ELECTRIC BATTERIES 


NORGE 

ESTATE RANGES PARMAK ELECTRIC FENCER UNITED STATES STEEL 
EVEREADY FLASHLIGHT BATTERIES — PHILCO PRODUCTS WESTINGHOUSE PRODUCTS 
FRIGIDAIRE RCA PRODUCTS ZENITH RADIOS 







Of the “Big Four” general magazines—Life, Saturday 
Evening Post, Collier’s, FARM JOURNAL—FARM JOURNAL 


is the only one that covers the rural market. 


GRAHAM PATTERSON, Publisher 
Washington Square, PHILADELPHIA 5 
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WAR 


That's why ABC will give you TWO 


new postwar Sales and Profit Winners ! 


THE NEW ABC-O-MATIC wasuer 
... even finer than this Ly > D 


Before war stopped production, this ABC-O-MATIC Washer was 
leading the parade. Washes, automatically rinses, damp-dries full 
washer load in less than 10 minutes! Delivers clothes to laundry 
basket automatically! Agitator washing principle. Automatic 
Scum-Free Rinser. No rinse tubs to fill, empty, clean. Smooth, 


quiet Operation. No permanent installation needed. 


THE NEW ABC-O-MATIC IRONER 
... even finer than this [> [> |) 


Before war stopped production, this ABC-O-MATIC Ironer was 


going places, too! Continuous rotary ironing. Stationary pressing. 





Shirt-ironing action through unique to-and-fro method that dupli- 


cates ironing done by hand iron. Patented foot control for stopping 





and starting roll. Knee action for pressure. Two open usable ends. 


WASHERS AND IRONERS 
ALTORFER BROS. COMPANY ° PEORIA, ILLINOIS 


VASHERS AND IRONERS TOMORROW! 





4aWPB SERVICE GUIDE 


A summary of the latest regulations govern- 
ing maintenance and repair orders and 
methods required to obtain necessary materials 


As repair shops and contracts engaged 
in maintenance and repair work are sub- 
ject to a number of War Production Board 
regulations, made necessary by the need 
for controlling materials so that the Armed 
Forces may be properly supplied. 

The following is not designed to replace 
any WPB orders on regulations. It is, in- 
stead, a guide to them and the regulations 
themselves should be consulted in every case. 
Copies of all orders and 
may be obtained without charge from the 
nearest WPB district office. In addition to 
giving the repair man or contractor copies 
of the regulations he reeds, a WPB repre- 
sentative will always be glad to talk over 
materials and service problems with him in 
person. He knows thn importance of the 
work, the problems to be faced, and how 
they can be met. 

The information contained in this guide 
was up to date as of March 23, 1945, but 
it must be remembered that as the demands 


regulations 


of war and the supplies of materials and 
products change, WPB is forced to keep 
in step by changing its regulations accord- 
ingly. Therefore 
of changes. Many cf them may be of 
considerable benefit to the repair 
The best way of keeping up to date is to 
call the nearest WPB office occasionally. 
This may be supplemented by subscribing 
to “Products and Priorities,” a monthly 
handbook which is carefully indexed and 
shows the dates of order changes. 


it is well to keep abreast 


man. 


This may 


be obtained by sending $2 to the Superin- 
tendent of Documents, U. S. Government 
Printing Office, Washington 25, D. C., for a 
year's subscription. 

The following material is divided into sec- 
tions covering controlled materials, motors, 
refrigeration and air-conditioning, solder, 
radio repair parts, repair parts and materials 
in general, use of the customers’ ratings for 
maintenance and repai: work, construction, 
tools and special equipment, a listing of the 
principal WPB orders controlling electrical 
repair and maintenance equipment, and a 
summary of the ways of obtaining materials. 


Controlled Materials 


CMP Regulation 9A tells how re 
limited 
controlled materials (copper, steel ancl 
controlled 
form, including copper wire and 


pairmen can get amounts of 
materials 
cable 


and copper tubing ) for civilian mainte 


iuminium in 


nance and repair jobs, and also the rat- 
ing they can use to get other materials 
and parts. 

This regulation also tells how cer- 
tain repair shops which do industrial 
work, including motor rewinding, may 
allotment 
symbol S-1 to purchase larger quan- 
tities of controlled materials 


get permission to use the 


A way that shops servicing indus- 


trial and commercial refrigerating and 
air conditioning can obtain 
controlled materials by using a special 
MRO allotment symbol and _ certifi- 
cation is specified in Order P-126. 


systenis 


Repairmen working with metals 
should read WPB Orders M-9-c, 
M-9-c-4, and M-126 which contain 
certain restrictions on the uses of 


copper and steel respectively. In order 
to find the conditions under which cop- 
per or copper base alloy pipe, tubing 
or fittings may be installed for cooking, 
heating or plumbing purposes, consult 
Order M-9-c-4. Schedule VI of L-126 
also contains restrictions on the use 
of copper or copper base alloy pipe or 
tubing in service connections for in- 
dustrial and commercial air condition- 
ing or refrigeration systems. 


Motors 


Interpretation 1 of CMP Regulation 
9A emphasizes that the rating given to 
repairmen by it cannot be used to get 
any “complete item ordinarily used by 
itself”. However, according to a press 
release of March 10, 1944, new frac- 
tional horsepower motors, to be used 
for maintenance and repair replace- 
ment purposes in mechanical refrig- 


erators, washers, pumps and other 
chines, are considered repair items an( 
may be ordered from suppliers or ny 
tor dealers with CMP Regulation 9 
Such rated orders must 
honored in accordance with the rul 


ratings. 


prescribed in Priorities Regulatior 
No. 1. 

Rules for the purchase of new 
tional horsepower motors to be us 


for replacement purposes in comme: 


cial refrigeration and air conditioning 


equipment will be found in Ord 
P-126 

\nother point that should be not 
is that’ according to paragraph (| 
(10) of order L-123, no perferen 
rating is required “when a fraction 
horsepower electric motor or generat 


is delivered to a householder or other 


user solely for replacement of a us 


one which needs repair and the seller 


in accordance with his regular busine: 
practice, takes the broken down 
defective motor or generator in tra 
and repairs it or delivers it to anoth 
person who will repair it (whenev 
repair is practicable) so that it will! 
resold under similar conditions ( 
scraps it promptly when repair is ir 
practicable. ) 

“(It must be noted that no repa 
man or other person may deliver su 
an item unless he either complies wit 
the foregoing conditions, or receiv 
an AA-5 or higher rating for the & 
livery from his customer, even thoug 


he has obtained the items under a regu 
lation or order which assigns a rating 


for repair or maintenance purpos 
such as the following: CMP Regul 
tions 5, 5A, or 9A; or Orders L-7 
P-126, or P-148.) 
“This exemption permits a deal 
not having repair facilities to delive 
(Continued on page 82) 





LIST OF THE PRINCIPAL WPB ORDERS CONTROLLING 
PRODUCTS AND MATERIALS USED BY 
ELECTRICAL REPAIRMEN 


Smail Air Circuit Breakers L-300 
Busway or Busduct L-273 
Copper Wire for Retailers CMP-9 


(Suspended 2-15-45 until 6-30-45) 
Copper Wire and other Ma- 


terial for Repairmen CMP-9A 


Secondary Distribution Equipment: 
Safety Switches, Breakers, 
Panel Boards, Service En- 


trance Equipment L-315 
Electrical Appliances L-65 
Electrical Ranges, Domestic L-23-b 
Elevator and Escalators L-89 
Fans, Blowers, Exhausters L-123 
Portable Fans L-176 
Fluorescent Lighting Fixtures L-78 
Fuses L-161 
Maintenance, Repair and 

Operating Supplies CMP-5 & 

CMP-5A 
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Excess Idle or Surplus Ma- 


terials and Products PR-13 
Motors, Under 1 H.P. L-123 
Motors, 1 H.P. and up L-221 
Motor Controllers L-250 
Radio Tubes and Parts L-265 


Refrigeration and Air Con- 


ditioning Service P-126 
L-38 

Refrigerators, Domestic 

Mechanical L-5-d 
Steel Restrictions M-126 
Tools: Hand Service E-6 

Light Power-Driven L-237 

Universal Portable 

Electric (Schedule !) L-216 
Vacuum Cleaners (Domestic) L-18-b 
Wiring Devices L-277 


List of Items hot obtainable by 
Blanket MRO Ratings and 
Ratings of CMP Reg. 9A = PR-3 


SUGGESTED WAYS FOR CONTRACTORS AND NON-INDUSTRIAL 
REPAIR SHOPS TO OBTAIN MATERIALS FOR THEIR 
MAINTENANCE AND REPAIR WORK. 


How to Obtain 
Controlled Material Items 
By using customer's MRO 
Allotment Symbol. 
(g-1) of CMP Reg. 5 and 
(h) (2) of CMP Reg. 5A 


Nature of Work 


1. For businesses 
specifically listed in 
CMP Regs. 5 and 5A 


2. For businesses not 
specifically listed in 
CMP Regs. 5 and 5A 
(1) For larger mainte- 
nance and repair jobs 


Customer may file WPB-541 
for right to use customers’ 


How to Obtain Other 
Material and Items 
Needing a Rating 

By using customer's MRO 

rating. See (g-1) of CMP 

Reg. 5 and (h) (2) of 

CMP Reg. 5A 


See 


By using rating assigned by 
CMP Reg. 9A 


MRO Allotment Symbol. 
See (j) of CMP Reg. 5 and 
(k) of CMP Reg. 5A. 
Repairmen can use Allot- 
ment Symbot of CMP Reg. 
9A ir he wishes 


(2) For small mainte- 
nance and repair jobs 


3. For civilian, maintenance 
and repair work 


4. For industrial and com- 
mercial refrigeration and 
air conditioning equip- 
ment 


By using Allotment Sym- 
bol of CMP Reg. 9A 


By using Allotment Sym- 
bol of CMP Reg. 9A 


By using MRO symbol of 
P-126 (allotment symbol 
of CMP Reg. 9A may be 
used if repairman wishes) 


By using rating of CMP 
Reg. 9A 


By using rating of 
CMP Reg. 9A 


By using proper rating of 
P-126 (Preference rating of 
CMP Reg. 9A may be 
used if repairman wishes) 


In all cases the prescribed form of certification should be used. 
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Here's perfect appliance harmony! 


Yes, an ideal pair for you to sell 
together, because any automatic 
washer needs the good supply of 
hot water that a Duo-Therm 
Automatic Fuel Oil Water Heater 
provides so economically. 


So when you're getting set with 
an automatic washer franchise, 
it’s wise to sign up for a Duo- 
Therm Automatic Water Heater 
franchise, too, as thousands of 
appliance dealers are now doing. 


== 


Both automatic washer and Duo- 
Therm Water Heater can be sold 
to the same prospects, and both 
can be installed by the same per- 
sonnel at the same time. So it 
makes sense to put ’em under one 
roof —and profit twice! 


That's a tremendous opportunity in 
itself — selling Duo-Therms in 
combination with your automatic 
washers. 


But it is only a small part of 
the whole market! 


Duo-THERM 











CQL Qven 





According to the most reliable 
sources available*, 2 out of 3 
homes do not have automatic hot 
water! That’s the national aver- 
age, and chances are the oppor- 
tunity in your own market is 
pretty close to that tremendous 
potential! Maybe even bigger! 


Let us give you the complete story. 
Send the coupon now! 


*Most recent available surveys made 
by leading trade journals in the house- 
hold appliance and fuel industries field, 
combined with the latest applicable 
U. S. Census figures. 


DIVISION OF MOTOR WHEEL CORPORATION Saad LANSING 3, MICHIGAN 


America’s Largest Manufacturer of Fuel Oil Heating Appliances and Pioneer in Fuel Oil Water Heating 








Duo-THERM Automatic Water Heaters are now in 
limited production for essential civilian needs. 


e Less than 4 cents a day gives the average fam- 


ily plenty of hot water. 


@ No gas, electrie or furnace connections .. . 


can be installed anywhere. 


Duo-THERM—America’s Leading Fuel Oil Water 
Heater--18 years of proven performance in the home. 


er 


pipers 








ELECTRICAL MERCHANDISING—MAY, 





1945 


© 1945, Motor Whee! Corp. 


DUO-THERM Division of Motor Wheel Corporation 
Department K-9, Lansing 3, Michigan 

| would like to have your new, illustrated booklet, "24,000,000 
PROSPECTS”, and additional information on the water heater 
market and dealer franchise. 


a ee 











* Build the volume sales you will need at once during reconversion 


from your 


Enjoy this EXTRA BENEFIT 


irst year’s selling! 








© Get set solidly with dealers and c 


Get quick sales with your first year’s factory output 
... get set for later competition 


You can use your first year’s factory production to 
get sales volume quickly, while at the same time 
establishing dealer support against the time when 
initial buying drops off and selling gets tough. 

If limited production will not permit you to do an 
adequate job everywhere, you can get going quickly 
in the Chicago market and cash in on the buying as- 
sured by diversified income from factory, farm and 
trade. 


Single medium reaches $4,496,734,000 market 


Right in this compact area is a great pent-up de- 
mand for autos, washing machines, refrigerators, 
“big-ynit" products generally .. . plus huge savings 
and a demonstrated responsiveness to selling. 

Get set now with experienced dealers who, with 
their customers, can be reached through one pow- 
erful medium, the Chicago Tribune. 

Throughout the Chicago market the Tribune is 
bought, read and bought from as is no other medi- 
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um. It hits with a sales impact that gets sales action. 


Practically every other family 


One out of every three families in 756 cities and 
towns of 1000 or more population in this market 
reads the Tribune daily—on Sunday, almost every 
other family. 

A powerhouse in building sales volume, the Trib- 
une alone offers you a choice of monoroto, coloroto, 
comicolor, newsprint color and black-and-white. 

Whether your factory production is large or small, 
big units or packaged goods, the Chicago market 
will reward your special attention. It is too rich in 
sales to leave wide open to competitors. Get set 
today for your full share of the first post-war selling. 
Assure yourself of continued dealer and consumer 
preference when buying drops off and competition 
multiplies. 

For market facts and merchandising ideas, call a 
Tribune representative. 














The Chicago Area: located 
at the heart of America; 
famous for its wealth and 
huge buying activity; big 
enough to absorb all that 
many a factory can make. 
Available for your study and use is a specific 
sales program based on the findings of an 
auto and household appliance investigation 
among consumers and dealers. To get these 
pertinent facts, address C. S. Benham, Man- 
ager National Advertising, Chicago Tribune, 
Tribune Tower, Chicago 11, Illinois. 


Chicugo Gribune 


THE WORLD'S GREATEST NEWSPAPER 


March average net paid total circulation: Daily, over 
955,000; Sunday, over 1,300,000. 
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As a wartime 
goodwill builder, Tampa 
Electric Co. heads up a 
program which has re- 
sulted in the shipping 
of over 30,000 cans of 
home-cooked foods, 
mostly fried chicken, to 
Tampa G. I. Joes overseas 
... A Leisure House activ- 
ity that enlisted the city's 
mothers in a mass cooking 
activity 


By 
MARY JANE KING 


npa Morning Tribune 


ORE than 30,000 
home-cooked food, 


cans of 
primar- 
ily fried chicken have been 
shipped overseas in a program which 
the Tampa, Fla., Electric Co., believes 


to be one of the best goodwill 
sters it's ever had, as well as a 
definite contribution to the war effort. 


Christmas-mailing 
| last fall, more than 20,000 cans 
food were sealed and sent to boys 
ll overseas and at 
Since that time, the number has av- 
eraged about 100 a day. 

[Tampa Electric’s sales department, 
while realizing the patriotic benefits 
f such a program at the present time, 
lso sees its post-war value. They’re 
asking themselves what kind of equip- 
ment the boys will buy when they 

get 


the 30-day 


per1o¢ 


theaters 


sea. 


ai 


| yack ° 
World-Wide Advertising 








The Tampa Electric Co. label on 
each can has had world-wide advertis- 
led . . : = “ae 
ing circulation and as one soldier 
si wrote, “I found this label in France. 
bi Can you imagine what it meant to 
— me just to see Tampa Electric Co. 
i [ ted on a piece of paper: 
: 1@ overseas canning program, 
‘ific ; 7 ‘ 
ond which took Tampa and Hillsborough 
a inty by storm, then swept to sur- 
ase r¢ unding areas, Was a welcome source 
ieee news, features and editorials for 
=a I npa newspapers. The first story 
about the company’s new service was 
» told when the Tampa Morning Trib 
: f wie ran a hali-page illustrated article 
\ 4 s telling “how Tampa G. I.’s overseas 
‘ get fried chicken from home.” 
Another half-pager carried at the mid- 
ad way point of the Christmas mailing 
§ Period played up the unusual food 
—— Ft 
ISING 
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‘Something for the Bo 








Fried chicken and other favorite foods ready for canning and shipping overseas 


products and such inedible items as watches, wedding 
rings, radio condensers, sweaters and hair oil sealed in 
some of the 12,000 cans shipped to that date 
The lead editorial in the 7ribune’s Christmas issue, 
entitled “War and Fried Chicken,” said, “When boys in 
our fighting forces scattered all over the world can eat 
fried chicken and other favorite foods, cooked by 
wives and mothers and sent to fresh and good 
thousands of miles away, it is indeed an unusual war 
Phis unusual Christmas for our boys is the result 

of a program sponsored by the Tampa Electric Co 


their 
them 


(Continued on page 80) 








1945 








to their boys 


@ SCHEDULE © This year H 


R OVERSEAS *ecs can eat ¢ 


* spew your . 
Se ak N Conren nutrition headquarters, 
bee ET re et — 
™ nL A Perr, . © Mfewe © through th , 
plendid 
PARE merry . 
Wedaret ey sc . unty home demon 
Rowgions Clerk Nae TOI AM we age sn Tue str 
[MY Rowicte —— @ Rowe, ie churches. clubs 


caer eet SITCHIN 9n5 . Cross Leisure H. 
tomecoe. 1 and Prides 10 A he 
| Toor Mee Kp wee ~ fen Center at Madison 





end 
oPPointments cali Lewure H 


Bect Company or the places 






PEOPLE Pe 
“Sate Ford. Tape ee 4 Tempe 


‘ borough coun 
CHRISTMAS Dine s tone * 


Christmas dinr 


their own 
wn wives and mothers! | 


at 
and the women 
Sree use. the County ©. 


Street schoo! 


* COTY care ad " 
Si Prien ne Lee ae eaten Stee Teeny her sub-depots throughou! the ¥ 
Bente. te Gowns Wine i ?.M Pham tion been ext . ve 
oaty e Rateeseae ~ established to ext 
Deaect Beate Oa Pe a worth: mend this spec d 
0 Rowe Se Mr inte while r 
et Ne Service to everyone EF 
matorge. tha one overseas. T) 
WT, bes: 
. B Dettewee— Preee sei r3 open unt © will be 
* OMe, ns tober 15 
Mord Reber Prose ¥.9ry pee t 15. the § “ : 
* PALM RIVER te ate for overse . 
EM Senders. Ss packages . 
° Pomme ¥ sare > For details 


TAMPA ELECTRIC Co; 


SERVICE Im Wy 
MASBOROUGH. Poin AND PASCO CoumTigs 


MPANY 


' 
' 


bie BERLE 















em event 


f the Red 


se. Tampa 


ted here 


One of the ads run by Tampa Electric Co., listing schedule for sending 


Christmas dinners overseas. 


LEFT . . This mother is packing fried chicken into can, before sealing 
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OUT OF ALL THE CLAIMS AND PROMISES... 


Heres a FACT, 
Mt: Radio Dealer f 
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YES, HERE'S A FACT ... upon which radio Remember, this is not a claim, not a promise. 


dealers may build sound plans for the future. It is a fact, reflecting America’s confidence 
Repeated surveys made by impartial observ- in the leader of the radio industry. It stands 
ers tell the same story, Philco is the radio to reason that the line which will give you 


America intends to buy after Victory, by an the quickest turnover and the biggest profit 










average of 3 to 1 over any other make! is the line the public wants to buy ! 
ad H{ | | ( O The Most Valuable All Year ’Round 
Franchise in the Appliance Field! 


PAGE 44 


ELEC 


MAY, 1945—ELECTRICAL MERCHANDISING 






19,802,230 HOMES 


Without 


entral Heating 


Made-to-measure oil heating systems for these 
places offer opportunity to independent dealers. 


HE. skill of 
Wagner of 


Honus 
Pi- 
gave him 
1 batting average that is the 
pride and joys of the Hall of Base 
ball Fame. Asked how he contrived to 
wield such magic with a. bat, Honus 
tersely replied: 


the great 
the Pittsburgh 
tes in whacking baseballs, 


one of 


“Hit ’em where they ain't.” 

Dealers the rumors 
that every filling station is going to 
be competing with him for appliance 
business after the war, with tales of 


over-awed by 


tire stores that expect to work marvels, 
with phantasmagoria of what the chains 
are going to do should look to his 
sturdy right arm and mutter to himself, 


UNITED STA 


“By golly, there’s a few things that the 


independent dealer can do that the 
other fellows can’t.” In doing this he 
could be referring to the 19,802,230 


occupied dwelling units—58 percent of 


the nation’s total—that are without 
central heating today. This group 


offers one of the tastiest, juiciest mor- 
sels of prospective tailor-made business 
in many a day 

These largely to 
\merica’s poor people, whom Lincoln 
said God must he made 
post-war 
going to 
kinds of 


homes belong 
love, because 
thet In the 
marketing these prospects are 
provide a field day for two 
heating packages: 


so many of 


TES SUMMARY 


Based on 1940 United States Census of Housing figures, there are 


34,149,065 occupied dwellin 


22,656,129 (66 p 
11,492,936 


Of these 34,149,065 occupied dwellin 
14,346,835 
19,802,230 


42 percent rela: 
(58 percent) are 

In 1-famil 
7. 927,462 
14,728,667 


35 percent are 
65 percent rela: 
Of the 14,346,835 occupic 
6.919 081 
7,427,754 


d dwellin 
48 per: 
52 percent 


ent ore 


ela: 


In for 
65 percent rela: 


35 pe 


recent) aré 


And of the 14,346,835 
10,903,163 

5 948.179 in 1 

4,954,984 

9 587 


698.033 1 


76 percent ore 
family stru 
other than 1 
percent are 

fqmily struc 


411,554 other than 1 
687,737 (12 percent) are 
849 515 
838,222 


4 percent 


far 


are 


kind of fuel 


34 percent 


> without ce 


occupicada dwelling units 
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g units reporting heating equipment 
ercent n 1-family structures 


in other than 1-family structures 


g units reporting heating equipment 
entrally heated 
without central heating 


y structures 


entrally heated 


ntral heating 


g units with central heating 


heated by warm air 


heated by steam or hot water 


y structur 
heated by warm air 


heated by steam or hot water 


with central heating 
heated by coal or coke 

ctures 
family iatiaitia +4 
neated by gas 


y structures 


heated by wood, other, or did not report 
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J. D. Eckels, 
Coleman Lamp & Stove Co, 


(1) Oil heaters that tuck in the corner and 
furnish the luxury of automatic heat with no 
ashes to haul or coal to carry. 

(2) Floor furnaces that slip into a hole cut 
into the floor and send up heat as cheerfully 
as any central heating unit. 


These are not central heating plants 
—sometimes it takes two or more units 
to do a satisfactory job—but they are 
simple to install and offer a family the 
luxury of automatic heat at low cost, 
and with slight installation procedure. 

Of course chain stores and specula- 
tive builders will be buying and selling 
oil space heaters for the home, but the 
builder and the chain are wedded to 
the sale of the lowest possible cost line. 
The doors are wide open to the deale: 
who can specialize on super perform 
ance models,—and personally install 
and guarantee performance. 

Even the market divides itself neatly 
between the oil space heaters and the 
oil furnace. Generally speaking, the 
man who owns his home will buy an 
oil furnace for it, the man who rents 
one will have a space heater which he 
can take with him when he moves. 

The floor furnace is peculiarly down 
the alley of the independent merchant 
who is not afraid of installation work. 
rhe measuring up of the house, the 
cutting of a hole in the floor, and the 
actual setting of the furnace are all 
things that a big mass distributor is 
not particularly fitted to do, nor is the 
tire store set up for. Yet any dealer 
can take it in his stride because he of 
all retailers is going to be the lad who 
has the advantage when it comes to 
making outside calls and handling tail- 
or-made products. 

In the water heating field, too, the 
pressure of chain store competition is 





expected to force Mr. Dealer more and 
more into the tactics of specialty out- 
side selling. Until the war the water 
heating business was largely a localized 
operation. People usually waited until 
a breakdown and called a plumber. The 
local product that he installed was not 
particularly engineered for the job, 
often the family didn’t get all the hot 
water it needed, usually there was no 
fast recovery when a drain was being 
made on the system. In short, often as 
not the size needed was not what the 
family got. 

It is expected that three makes of 
water heaters will compete for busi- 
ness once the war is over—oil, gas and 
electric. The plumber, who only sells 
in case of trouble, is scarcely the indi- 
vidual to lead the van in the fight to 
distribute this family necessity. 

By and large, American homes break 
up into three groups when it comes to 
considering water heating 
1. The "reservoir" or kitchen range type. 

2. Sidearm heater with gas, oil or kerosene 
burners, manually controlled. 

3. Automatic 
heaters. 


electric, gas, or oil water 


Where the family has _ bottled 
outside of its this 
gas water heater may have a chance. 
but otherwise the fight is likely to be 
between electricity and oil 

Post-war water heaters are going to 
have some new slick advantages such 
as glass lined tanks which don’t rust, 
quicker recovery and probably better 
controls. 


¢ 
cas 


windows, type ot 


With the retail trade realizing that 
heat and hot water are bread-and-butter 
necessities which small dealers are ina 
peculiarly advantageous position to 


] + 
plenty of 


sell, it looks as if there will b 
action in this field following the wat 
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| The odds are 2 to 1 in favor of Dual 








4 Temp . . . because Dual Temp is really E 

two refrigerators in one. Two separate T: 

: oo compartments . . . completely insulated one I 

¥ x ~~ ~< from the other . . . each with its ten 

own cooling system. “on 4 

D | Up above is the Home Freezer . . . not Bureat 

COM PLETELY INSULATE just an over-sized evaporator, but a real, regor 
‘s ys built-in freezer for quick-freezing fresh foods us OC 

E <a ge at 5° below zero . . . or storing up to market 

| >. ae — 4 two bushels of commercially frozen nod ’ 
PURIFIED MOIST a CD = in foods, not merely for weeks but for dior 
COLD COMPARTMEN = | month after month. sper 
W's Uy Tt ings 2: ma fp : Below is the spacious purified moist cold Polk 

aa = oe ‘: . “5 mee compartment for storing foods at above intl 
Rost! NG . freezing temperatures. Purified because sduale 

NO DE F cous of the famous Sterilamp which kills groups 
of FREEZING bacteria, controls odors and retards mold normal 

- 3 growth. Moist because there are no the cit} 

Wei moisture sapping cooling coils . . . and that ge 
seaue ever eucsn 0 means an end to the regular messy sail ta 
yNCOVERED DISHES job of defrosting. ioe 
With 85% humidity throughout the epresi 

regular food storage compartment, foods ——s 


s rect 


stay fresh and retain all their goodness. higl 
They never need to be put in covered Aishes! he fi 

Yes, refrigerators may look alike, but a i 19% 
point by point comparison will quickly \ugus 
prove that Dual Temp is different. 
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ap Tune In: CBS, Sundays 2:30 p. m., EWT, 
for Admiral “World News Today”. 


Admiral Electric Range 











Admiral Radi. Phonograph 
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A MARKET 
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Portiand, Oregon, makes a thorough-going study of its citizens’ incomes, homes, buy- 
ing habits and appliance ownership as a preliminary to intelligent post-war planning 


HE retail merchants of Portland, 

T oreeon in 1944 decided that they 
needed uptodate factual informa- 

yn in regard to their own community 


fii they were to do intelligent postwar 


ot 
al, 
oods 


shes! 















The Portland Retail Trade 
therefore approached the 
)regon Journal, which on three previ- 
us occasions had sponsored consumer 
market studies, and this newspaper in 
turn called upon R. L. Polk & Co. to 
iake the investigation. Harry Failing, 
lvertising director of the Journal, 
supervised the survey throughout. 
Polk's investigation included an act- 
ial count of Portland resident families, 


planning. 
Bureau 


mitting hotel transients and_ indi- 
iduals not connected with family 
groups. These permanent residents 


normally make up about 95 per cent of 
the city’s population and an even larger 
proportion of the buying power. One 
out of every twenty was called upon 
ind interviewed personally, the choice 
ring carefully distributed to give a 
epresentative cross section of the com- 
unity. Such a five per cent sampling 
s recognized statistically as insuring 
high degree of accuracy in totals. 
he field work was done in the summer 
1944, the last call being made on 
August 4 


Four Income Groups 


lor local use the study was divided 
to fifteen residential zones. It also 
vas segregated according to four in- 
ome groups and, significantly, by four 
groups according to the number of 
ppliances which the family owns. 
Newcomers and residents of housing 
projects were placed in a separate 
lassification. Because of the emphasis 
m electrical equipment throughout, 
the results of the survey are of particu- 
ar interest to the electrical industry as 
ndicating past purchasing habits and 
possible markets in the postwar period 
‘or individual appliances. 

The area covered was that desig- 
nated by the Audit Bureau of Circula- 
tion as the “city zone”, extending 
slightly beyond the city limits. It com- 
prised a total of 112,960 families num- 
dering 387,360 persons. Of these, 81.85 
per cent lived in single-dwelling houses, 
6.25 in multiple dwellings and 11.9 per 
cent in apartments. Over 72 per cent 
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By CLOTILDE GRUNSKY 


of them own their own homes. Of the 
28 per cent who rent, the largest part, 
naturally, come from the lower two 
income groups. The average rental 
paid is $33.83. A little more than 66 
per cent own their own autos and 3.9 
per cent own more than one; 30.84 per 
cent own pianos. 

Irrespective of income classifications, 
31.57 per cent habitually buy merchan- 
dise in the higher priced brackets, 35.97 
per cent buy medium priced merchan- 
dise and 32.45 per cent buy low priced 
merchandise. All but 7.95 per cent of 
them put aside part of their income 
regularly as savings. More than half 
(58.26 per cent) save more than 10 
per cent of their income; 25.53 per 
cent save from 5 to 10 per cent, while 
8.26 per cent save under five per cent. 
Almost 90 percent of them report that 
some member of the family is em- 
ployed, the average per family being 
1.6 persons employed per home. In- 
quiry as to the age of the head of the 
family showed that 11 per cent were 
under 30, 49 per cent between 30 and 
50, and 40 per cent over 50. Size of 
the dwellings is indicated by the fol- 
lowing table: 


SIZE OF DWELLING 


3-4. 5-6 7 rooms 
rooms rooms or over Total 
% %o Jo %o 

Single 13.37 46.90 21.58 81.85 

houses 
Multiple 2.76 2.28 1.21 6.25 

houses 
Apartments 10.67 .89 34 11.90 


It is significant that 54.98 per cent 
of the homes are wired for electric 
range. This compares with the figure 
of 69.25 per cent connected with a 
telephone and 70.22 per cent piped for 
gas. Questioned as to future plans, 
17.85 per cent signified their intention 
of building after the war. This figure 
was a little higher among recent com- 
ers; 20.97 per cent of those who have 
been in Portland less than three years 
plan to build. Some sort of home im- 
provements are contemplated by at 
least 60 per cent of them, about six per 
cent planning to remodel the entire 
house. 
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Project Housing Dwellers 


An idea of the different nature of 
the picture presented by project hous- 


ing dwellers and more permanent mem- 
bers of the population is given by the 
table below. Note the big percentage of 
roomers in Class C families. 





PROJECT HOUSING VS. PERMANENT HOMES 


Number of Families—Men—Women—Children—Roomers A.B.C.D. Breakdown 


Project City War 
Housing % Time Total % 
Number of families 14,980 127,940 
Men. 16,100 143,940 
Women... 17,280 167,010 
Children under 5 12,400 48,260 
Children from 5 to 10 ‘ 8,480 34,320 
Children over 10... at 6,560 37,840 
TOTAL CHILDREN...:... 27,400 120,420 
GE 6 co thaPestegacscussven Hl ween 16,864 
TOTAL PERSONS 60,820 448,180 
Average persons per family........ 4.06 3.50 
Se 20 13 1,600 1.25 
Class B families. . . 1,860 12.42 13,660 10.68 
RS oe. cca e a cwedn ewes 9,300 62.08 96,960 75.78 
EE ee ere 3,800 25.37 15,720 12.29 
Ceee IIR, 6.5 ko 0 cb osc devas 1,180 2,240 





Other items studied include length 
of employment, length of residence in 
Portland, type of home construction, 
number of bathrooms, linoleum (and 
other items), type of roof, time since 
last painting, type and age of furnace 
and fuel used, details of gas range, 
piano, automobile ownership, movie 
attendance, dry cleaning and laundry 
practices, home articles whose pur- 
chase is contemplated after the war and 
hobbies. Because this last item gives 
a glimpse into the type of individual 
studied, it is perhaps of interest to 
note that among men hunting and fish- 
ing ranks first, with a 22 per cent fol- 
lowing, gardening next with 19 per 
cent, golf with 11 per cent and then, in 
order, reading, woodworking, baseball, 
photography, music and radio. Among 
women sewing takes the first place 
with 28 per cent, followed by garden- 
ing with 19.8 per cent, and reading 8.3 
per cent. Other interests of women in 
were music, 
and fishing, 


order of their preference 
clubs and social, huting 


golf, church, dancing and stamp col- 


lecting. Children’s hobbies include the 
following: music, sports, airplane 
models, stamp collecting, scouting, 


swimming, dancing, camping and toy 
collections. 


Four Classes of Families 


Studies made by income groups 
divide the population according to 
loose classifications depending upon the 
type of home owned, the number of 
appliances owned, the quality of home 
furnishing and the general habits of 
purchasing higher or lower priced 
nierchandise. Class A represents the 
upper 1.4 per cent of the families inter 
viewed, Class B is next with 10.45 per 
cent, while Class C includes 77.6 pe 
cent of all interviewed. At the bottom 
is Class D, representing the lowest 
economic level, with 10.55 per cent. 
Other details of these various groups 
are indicated by the table shown on 
page 74. 

(Please turn to page 74) 
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LOVESETS...TOMORKROWS FUELING 
AND POST-WAR HOMES 
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1 Trend-Investigating Editor Patricia Guinan takes time 2. Post-War Comfort at home is a fetish with House 
to investigate “Lovesets,” newest trousseau word referring to china, Beautiful. So Editor Florence Paine looks into automatic fueling, 
glassware, linens and silver bought in sets of two for complete harmony. vital part of the picture. Here she is getting all of the important angles 
Here she’s discussing the matter with Carole Stupell, owner of Madi- of the activities going on in the stoker field from C. T. Burg, General 
son Avenue’s famous Gift Shop. Read Mrs. Guinan’s article on this Sales Manager of the Iron Fireman Manufacturing Company, out- 
new table setting concept in House Beautiful for May. standing leader in the business. 








3, Hearing All Sides of the story is House Beautiful’s 4. Trend Checking is the watchword throughout the en- 
business. So after she addressed the annual meeting of Ponderosa Pine tire House Beautiful organization. Here’s Publisher R. A. Hoefer, 
Woodwork recently in Minneapolis, Editor-in-Chief Elizabeth Gordon weighing the pro’s and con’s of Post-War Storage in the home with Mr. 
traded opinions on likely developments in Post-War Housing with F. J. Vogt, President of Knape & Vogt Manufacturing Co., manufac- 
President E. L. Shevlin, (middle). General Manager Robert M. Bodkin, turers of K-veniences, closet fixtures and A. Harold Miles, Eastern 
(extreme right) and Vice-President E. J. Curtis, (extreme left). Representative. 


HOUSE BEAUTIFUL is the magazine that in- 
terprets your market for you! It’s FIRST in the 
home field ...the must magazine for those who 
make it their business to know their business. 
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Broadcasting... Research... Radar...Tubes... Television .. 
as well as in home instruments. That line is RCA—product 
of Radio’s Richest Experience—and your assurance 

of plus quality and customer acceptance. 
Think it over and you’ll agree that no other organization 
is better equipped to “get you going’’ faster or keep 
you on a surer road to profits. So when you 
move up to the postwar starting line, remember 


this: For a flying start it’s RCA Victor! 


Re) KOA Uicior 


RADIO CORPORATION OF AMERICA. RCA VICTOR DIVISION - CAMDEN, WJ. 


in Conede, RCA VICTOR COMPANY LIMITED, Montreal 





. WILL GIVE YOU 
A FLYING START 
ON 
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OdlWwar 
(eofls- 
IN RADIOS / 


VICTROLAS / 
TELEVISION! 





5 ite, only one line of radios, Victrolas and television receivers will 


reflect the experience of consistent engineering leadership in Communications... 
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The HARMER 
A First-Class Market Potential 


A recent survey of the American farm mar- 


ket made by Country Gentleman reveals 


a large pent-up demand for appliances, 


new homes, repairs and improvements 


By ANNA A. NOONE 


MERICAN business, now more 
Aw ever, is realizing that the 
American farmer is a first-class 
market potential and a definite influ- 
ence to be reckoned with in planning 
our post-war economy. He has devel- 
oped a large pent-up demand for goods 
and services since wartime shortages 
and restrictions have limited farm ex- 
penditures for equipment and materials. 
He is in an excellent liquid position, 
iccording to recent U. S. Treasury re- 
ports, which show that farmers have 
nore than 10-billion dollars in cash re- 
serves in the form of savings deposits, 
war bonds and curréncy. The U. S. 
Department of Agriculture also reports 
that the farm mortgage debt in the 
United States has been reduced almost 
48 percent from the January 1, 1923, 
ll-time peak of $10,785,621,000 to $5,- 
634,772,000 as of January 1, 1944. 
Consequently, the average farmer now 
has a much sounder equity in his busi- 
ness, 

Having followed these. agricultural 
levelopments closely and being con- 
scious of post-war market opportuni- 
ties in the farm field, Country Gentle- 
man made a survey recently of the 
arm market potential, results of which 
have been published under the title, 
‘Looking Ahead in the Farm Building 
Market.” 

The survey is based on interviews 
with 2,342 farm families located in 44 
states and 320 counties. Interviewing 
was by personal call, and only heads 
of families were interviewed; 66.6 
percent of them were made jointly 
with the family heads—man and wife. 
Exy erienced local rural representatives 
ot National Analysts Inc., thoroughly 
familiar with farm people and farm 
conditions in their respective territories 
did the interviewing. The sample was 
weighted so that 4 out of 5 interviews 
would be with farm owners—actually 
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1809, or 77.2 percent of the interviews 
were with farm owners and 533, or 
22.8 percent with tenants. In no 
instance was the owner and the tenant 
of the same farm interviewed, thus 
avoiding any duplication of the sample. 

Gross cash farm income was used 
as the income control factor because 
it provides a consistent measurement 
of productive income from farm opera- 
tions ; 30 percent of the interviews were 
in the lower income bracket (under 
$1500) ; 20 percent in the lower middle 
income bracket ($1,500 to $2,499); 
30 percent in the upper middle income 
bracket ($2,500 to $4,999) ; and 20 per- 
cent in the higher income brackets 
($5,000 and over). These income 
breaks were predicated on up-to-date 
estimates of gross cash farm income 
supplied by the U. S. Department of 
Agriculture. 

The size of the average farm was 
211 acres; 71 percent were electrified ; 
51 percent had running water; 19 per- 
cent had gas service (central mains, 
bottled or L.P.) ; and gross cash farm 
income averaged about $3,100. 


Buying Intent 


Although nearly all of the farm fam- 
ilies covered by the survey now own 
household appliances of some kind, 68 
percent of these families are potential 
buyers of one or more new appliances, 
and expect to spend an average of 
$271 per family for this purpose; 32 
percent seem to have no immediate ap- 
pliance buying plans. Owners on the 
average will spend more than tenants, 
but the relative buying intent of the 
two groups is practically the same. 

In answer to the question “What 
household appliances do you expect to 
buy? 28.2 percent said they plan to 
buy a new refrigerator; 22.8 a range; 
21.3 a washing machine; 17.8 a vacuum 
cleaner ; 15.8 an iron and a radio with- 
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out phonograph attachment; 15 percent 
a food mixer; 13.4 a home freezer and 
a toaster; 4.6 an ironer; 3.7 a radio 
with phonograph attachment; and 1.9 
percent a dishwasher. Other items 
mentioned were a percolator, a waffle 
iron, hotplate, and sewing machine. 


With the exception of 15.1 percent of 
the owners and 7.7 percent of the 
tenants who mentioned a home freezer, 
there are no great differences in the 
buying intent of the two groups. 

A decided preference for electric ap- 
pliances was evidenced: 





Appliance Electric 
Refrigerator... . . . 78.6% 
Range or cook stove. 42.2 
Washing machine. . 85.6 
Vacuum cleaner............... 98.2 
i ae 90.9 
Redio without phonograph. 89.3 
Food mixer. ; 99.4 
Toaster. . ae a 
lroner......... — OK 
Radio with phonosreph 98.7 

peas 97.4 


Gas Other Don't Know 
10.7% 2.9% 2.9% 
24.5 27.2 6.1 

8.1 4. 2.3 

at 5 1.3 

5.2 2.1 1.8 

ea 19 2.8 
23 3 

= ane 1.1 

1.0 ae 

-- 1.3 aa 

1.3 





Farmers will not pay exorbitant 
prices for features and items which 
do not have any practical value. They 
want good quality at fair prices. This 
trait is indicated by the average 
amount the farmers said they expect 
to pay for the appliances they are going 
to buy. Ranging from $279 for a 
home freezer to $7 for a toaster, 
farmers plan to spend the following 
amounts for appliances: 


Home freezer... . $279 
Refrigerator. . . 201 
Dishwasher. 163 
Range. . 157 
Redio—with phonosraph 142 
Washer....... 115 
lroner. . : a 112 
Cleaners. . 69 
Redie—no ° phonograph 69 
Mixer. . 26 
lron........ a 
Toaster........ 7 


Interest m the purchase of appliances 
is high among all farm families, but 
tends to increase with income—62.7 
percent of those in the low income 
group (under $1500) saying they ex- 
pect to buy appliances; 67 percent in 
the $1,500-$2,499 group; 72 percent in 
the $2,500-$4,999 group; and 71 per- 
cent in the $5,000 and over group. 

In case of newer appliances, such as 
the home freezer, buying intent is 
greater in the higher income brackets 

. suggesting that the market pat- 
tern for these items will be similar to 
that previously experienced with re- 
frigerators, washers and radios. 

The seriousness of their intent to 
buy is revealed by replies received to 
the question, “When do they expect to 


buy household appliances.” With the 
exception of dishwashers, from 62 to 
76 percent said they plan to buy ap- 
pliances needed within two years 
after they have become available. 
And 82 percent of the farmers ex- 
pect to finance these expenditures with 
their own cash funds; 6.8 percent ex- 
pect to use installment financing; 3.4 
percent will buy on credit terms with 
dealers; and .6 percent will finance 
their purchases by a bank loan or 
mortgage; 9.1 percent are still unde- 
cided, while a few would employ a 
combination of these methods. Fifty- 
three percent, however, have set aside 
funds for this purpose—mostly in cash, 
war bonds or other liquid assets. 


New House Construction 


One of the most important sections 
of the questionnaire was designed 
specifically to determine what plans, if 
any, farm owners had for the construc- 
tion of new dwellings. Once more it 
was necessary to distinguish between 
farm and tenant houses, because ex- 
perience indicated that in most cases 
there was a variation in the owners 
plans concerning these two types of 
dwellings. And so, for survey pur- 
poses, a farm house was defined as 
the principal farm dwelling occupied 
by the owner, and a tenant house as any 
dwelling occupied by a tenant, whether 
it was the principal farm dwelling or 
not. 

The results of the survey show that 
there is a real post-war market for 
new housing construction on farms; 
16.6 percent of the farm owners being 
prospective builders of farm houses or 
tenant houses—14.9 percent expect to 

(Please turn to next page) 
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@ Today’s Daily Double. Baltimore 
and the Baltimore News-Post. A 
city that’s now sixth in the United 


States and going to stay there. A 









newspaper that for 17 years has 
set the pace in reader popularity 
with the biggest circulation in 


Baltimore. 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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The Farmer— 


A First-Class Market Potential 





expect to build a tenant house. 





build a farm house, and 6.6 percent 
How- 
ever, 80.8 percent of the farm owners 
had no plans for new houses of any 
kind. 

Asked when these farmers planned 
to build, it was found that a majority 
will defer dwelling construction until 
wartime handicaps and uncertainties 
have passed—38.6 percent say they 
will wait until after the war; 34.1 per- 
cent will wait until wartime restrictions 
are relaxed; only 12 percent will begin 
construction before the war is over. 

On the principal farm house 29.7 
percent said they plan to spend less 
than $2,000; 46 percent from $2,000 to 
$3,999; and 23.9 percent $4,000 or 
On tenant houses 79.5 percent 
will spend less than $2,000; 18.1 per- 
cent from $2,000 to $3,999; and 2.4 
percent $4,000 or more. In comparing 
these figures with urban consumer 
price ideas, it should be remembered 
that the farmer may often get more 
value in 


more. 


a house for the same or less 
money than the urban buyer, because 
he is able to effect savings in site pur- 
chase costs, real estate taxes, commis- 

and out-of-pocket 
struction costs through the use of on- 
farm materials and labor—advantages 
not usually available to the urban con- 
sumer. 


sions, tees, con- 


House Heating 


House heating equipment was 
another important item in the plans of 
these farm owners expecting to build. 
Ninety-two percent have decided upon 
the type of heating equipment they 
want to install—58 percent want a cen- 
tral system; 32.5 percent a unit sys- 
tem (stove, circulating heater, space 
heater), and 1.5 percent some other 
type. For tenant houses, 65 percent 
know what they want—51 percent pre- 
ferring a unit system, and 13.8 per- 
cent a central system. 

The desire for modern conveniences 
was further indicated by the interest 
evidenced in water heating equipment, 
78 percent of the owners saying they 
plan to install a water heater in the 
farm house, and 22 percent in the 


CONTINUED FROM PAGE 51 















































tenant house. Electric water heaters 
are preferred by the majority, but this 
may be influenced by the fact that 71.4 
percent of the farms covered were al- 
ready electrified. 


Type of Water Heater Owners 
Expect to Install 
In Farm Tenant 


Type House House 
Electric... . ceccecee SROGD 42.14 
Gas (bottled or regular). 28.4 26.3 
NE. oa pcnace te ob 1.9 21. 
Kerosene... ... 5.8 
ee 43 
Don't Know........... 6.7 5.3 


Repairs and Improvements 


Repairs and remodeling of farm 
dwellings has a tremendous market 
possibility. Seventy-one percent of all 


those interviewed expect the owner will 
make major repairs and improvements 
of some kind at an average 
$399. Of the owners interviewed 74.4 
percent plan to make repairs or im- 
provements at an average estimated 
cost of $431; and 61.5 percent of th 
tenants interviewed thought the owner 
would make repairs at an average cost 
of $261. 

Interest was evidenced in modern 
plumbing facilities, 20.9 percent ex- 
pecting to repair or remodel bath- 
rooms, nearly two-thirds will install a 
new bathroom; 18.5 percent will install 
running water. While some have run- 
ning water already, they plan to ex- 
tend this facility to the kitchen or 
bathroom. 

Anticipating rural electrification ex- 
tension or increased appliance load, 16 
percent plan new wiring—most of them 
wiring their dwellings for the first 
time. Fifteen percent plan to enlarge 
and remodel kitchens; about a third 
expect to build or purchase new kitchen 
cabinets; 14 percent plan to expand 
dwelling space, adding rooms—mainly 
porches and bedrooms; 8 percent will 
install or recondition a central heat- 
ing system; 6 percent planned to in- 
sulate walls and 5 percent the roof 
Rock wool was most popular. 


cost of 
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the roof In the past, manufacturers’ salesmen selling 


nothing but vacuum cleaners from house to 
house, have walked off with far too much 
business that could have been yours. 


That business will be yours when buyers learn 


PREMIER 0 od 








The advertisement repro- 
duced here is one of a 
series appearing in the 
Saturday Evening Post, 
Ladies’ Home Journal 
and Good Housekeeping. 








that they can get highest quality vacuum 
cleaners from retailers... for $10 to $20 less 
than from manufacturers’ salesmen. 


tinue to go all out to bring buyers in... . 
into your store. 


That’s why Premier’s advertising will con- HEME 
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ELECTRIC VACUUM CLEANER CO., INC. « CLEVELAND 10, OHIO 
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* No. 3 in Universal’s “Forward March to Market’ Series, 
(No. 1 in the series, “$1,000,000 Worth of New Design,” ap. 
peared in January. No. 2 in the series, “$3,000,000 Worth of 
Production Advancement,” appeared in March.) 



































LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. 
Universal Electrical Appliances distributed in Canada exclusively by Northern Electric Company, Ltd. 
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For over a hundred years, Universal has been 
building a backlog of customer good will. 
More than forty-two million Universal appli- 
ances and housewares have already been put 
into use. There are thousands of letters in our 
files attesting to the long life and serviceabil- 
ity of these products. Many were written on 
the occasion of Silver Wedding Anniversaries 
telling of twenty-five years of service from 
Universal Percolators, Toasters and Electric 
Irons. Universal craftsmanship plus quality 
control “from metal to merchandise” is the 


basis of this reputation. 


FORWARD MARCH TO MARKET 
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ESTATE HEATROLA POSTWAR PROFIT QUIZ! 


FIND THE “SMARTEST BIRD” 


ON THIS PAGE 


J 


> 
0 They're all a-twitter 
about a new O/Z 


heater at our house 





my boss is overboard 


Shiver your timbers... 





They're sweet on 
a GAS range 


in this house 




















/ And what they dream 
of here, is a new 
















| don’t care what they’re Don't lose sales because of fuelish arguments 


LINE UP WITH THE “FUEL-PROOF” LINE* 


ESTATE 


snlieaia S¥caceoCA 


i RANGES & HEATERS 


RANGES FOR CITY GAS, LP-GAS, ELECTRICITY. 
SPACE HEATERS FOR COAL, WOOD, OIL 


sold on...so long as | have 
it to sell! 


















Nearly 2 out of 3 of your best prospects are reading 


Heatrola Range advertising in Woman's Home Com- 
panion, American Weekly, House Beautiful, House & 
Garden, Better Homes & Gardens, Household, Farm 
Journal, Successful Farming. It pre-sells them on the 
Heatrola Range with the famous Bar-B-Kewer and other 
years-ahead features. 


*Estate Heatrola is the ONE line of cooking and heating appliances 
for ALL fuels ... all sold under one famous, nationally-advertised trade 
name. (Want the name of your Estate Heatrola distributor? Write us.) 





SIGN TREATMENT 


A New Approach to 
STORE PLANNING 


CONTINUED FROM PAGE 27 

























































effective “window” of the entire store 
front. This treatment places the full 
store interior on display from the line 
of the show window to the rear of the 
store. 

The materials recommended are as 
follows: 

Facing on the pilasters and facia is 
Pittsburgh ivory carrara polished fin- 
ish. The bulkhead (the portion di- 
rectly under the plate glass display 
window sill) is forest green carrara. 
The awning bar is Pittco concealed 
awning assembly. Glass holding mem- 
bers are Pittco deluxe sash with small 
sill member, which mitres at the cor- 
ners and extends up the inside of both 
pilasters, dieing into the awning box. 
At the top of the carrara facia, a metal 
cornice member is used to prevent 
leakage; a small metal enclosure mem- 
ber is also used at both right and left 
side of carrara facia, running from 
sidewalk level to top. Door jambs are 
approximately 6 to 8 in. deep—the 
face from 34 to 4 in. and are metal 


|covered. Entire door jamb assembly 


is covered with metal, corresponding 
with store front metal. Doors are 
Pittsburgh’s } in. Herculite, with 
Lucite metal push and pull bars. Let- 
ters of the sign, “Modern Appliances,” 
which is placed directly above the con- 
cealed awning bar are wine-colored 
carrara, laminated to the black carrara 
background. The sign, “Appliances- 
Radio” which sets directly above the 
impost of the door jamb assembly, can 
either be sandblasted in the clear plate 
glass transom and painted, or may be 
carrara letters laminated on a carrara 
strip. 


Store Lighting 


The specific problem in lighting the 
radio-appliance store was to employ 
light to highlight traffic counter mer- 
chandise, which. must practically sell 
itself, and to dramatize the entire store 
display of major appliances. The lat- 
ter objective is accomplished by bath- 
ing the ranges and refrigerators in 
pleasing diffused lights, originating 
from two continuous rows of overhead 
fluorescent fixtures. Dramatization of 





small appliances is attained by direct- 
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Suggested sign treatment above is not advisable if letters extend out too far fron 
the face of the building, whereby light or color does not reflect on the building itseli 


ing spotlights, recessed in the ceili 
on them. Conveniently spaced 
lets and long, flexible leads to « 
spotlight, permit them being moved 
any section of the store. 

The narrowness of the windows 
the average appliance-radio sp 
store dictated full employment of lig 
to stop passing traffic. This w 
achieved by combining bright | 
pleasing overhead illumination, and 
specifically spotlighting the mercha 
dise. 

The general interior lighting 
tem, recommended by Sylvania Es 
tric Products, Inc., uses 14 Sylva 
fluorescent fixtures (Model C-1! 
each equipped with two 40-watt lam 
behind frosted glass diffusing pané 
The fixtures measure 49 in. in | 
by 13 in. wide, and are mounted in 
continuous rows, spaced ten feet apa 
The end of the first fixture is locat 
54 feet back from the show window. 

Individual fixtures are installed 
the office and over stair landings. 


Store Flooring 


Floors in the appliance-radio 9 
cialty store should include four pris 
qualities (1) They must be long-wea 
ing (2) they should be resilient, 
insure customer comfort and quit 
(3) they should improve the apped 
ance of the store and , (4) they shod 
be easy to maintain. 

Congoleum Nairn’s recommené 
tions, shown in the isometric illust 
tion of the store interior combine ¢ 
advantages of a practical, decorati 
floor, together with complement# 
colors for the shelves, demonstrati 
area, platforms and counter tops. F 
purposes of identification, two diffe 
ent colors have been used to show # 
areas covered with linoleum. The fio 
are covered in a wall-to-wall treatmé 
with linoleum. And to provide 
terest, the floor of the demonstrati 
area is covered with a complement 
pattern. In addition, the same patte 
has been used on the floors in the wi 
dow facing the street. Feature stri 
from one to three inches in width, 
used diagonally to conform with * 

(Continued on page &) 
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vania Elm 1° give you just a few reasons why the Launderall will receive 

14 Sylval quick and enthusiastic consumer interest, we would like to quote 

~ — from an impartial survey recently made by the Crowell-Collier 

sing pané Publishing Company. 

dual ‘. ‘Most women would prefer the fully automatic 

unted in 

n feet ape type of washer. And women who now operate 

ay inn automatic washers would like to be able to stop 

V wi L 

installed them in order to add clothes that have been left 

ndings. out. Entrance to the automatic washer from the 
top would also be desirable.” 

e-radio § 





four prigff Launderall has all these preference features—PLUS many more. 
> long-wea 


ln ed You’ll HEAR MORE About the LAUNDERALL 

ys You'll Want to KNOW MORE About the LAUNDERALL 
ta DEALER FRANCHISING PROGRAM 
— _ is now being inaugurated for the post-war era 
plement! 

ho f ADDRESS ALL INQUIRIES TO 

‘wo dil MR. ROBERT H. RODEN 


General Sales Manager 
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YOU 








me ONO EXPERIMENTING 


Experimenting is time-consuming, costly, pre- 
carious! Yet every newcomer in the electrical 
appliance manufacturing field must undertake 
it. And dealers and distributors share the 
risks. 


“KeM~ experimental work, in products, manu- 
facturing, public acceptance, dealer and dis- 
tributor operation ... was successfully com- 
pleted years ago! 

As a result, the complete “*%M-~ line is time- 
tested for dependability—~%M~ sales, adver- 
tising and merchandising policies are profit- 
proven! ’ 

With “%M~ you can step out in front and 
stay there during the postwar years ahead! 


/ 


President 


m COMPLETE - COUMEI.. 
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KNAPP-MONARCH 


NO OTHER MANUFACTURER OFFERS YOU THESE FOUR OUTSTANDING ADVANTAGES 


1 Immediate production as soon 
as Uncle Sam gives the green light. This 
means earlier profits . . . an opportunity 
to build up a clientele faster. 


2 The most complete line in the 
industry. Saves overhead by reducing 
inventory costs. Saves time and effort 
in buying. Enables you to outdistance 
competition with a complete selection of 
appliances. 


3 Profit-proven, time-tested, 
trouble-free merchandise, backed 
by 20 years experience in manufacturing 
high quality appliances, with exclusive 
items, exclusive features that get cus- 
tomers and hold them. 


4 Powerful national consumer 
advertising appearing regularly in 
Life, Better Homesand Gardens, Liberty, 
Red Book, True Story, House and 
Garden and other leading publications is 
building customers for you right now. 


Get Set Now To Go Places With KM~ 


KNAPP-MONARCH COMPANY 





ST. LOUIS 16, MISSOURI, U. S. A. 


BUY ANOTHER WAR BOND TODAY 


: 
3 


PROFIT 


PROVED! 
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IT TOASTS...COOKS 
..- BREWS COFFEE 


DUO.-CHEF saves time, saves steps. . . 
in so little space! No wonder everyone is asking “When will it 
be ready?” We hope we can give you the answer soon. In the 
meantime, our distributor in your district wants to explain the 
DUO-CHEF merchandising program to you. 


his name. 









PLEASURES 


TO 
MEAL- 


and does so much 


DISTRIBUTORS: A few territories are still open. 


MERIT-MADE PRODUCTS, Merit-Made, Inc. 


teat 


COMPLETE LINE OF TOASTERS 


100 Elm 
Street 
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angles used for the display cases and 
the wall jogs behind the larger ap- 
pliances. 


Signs for the Store 


Identification is the No. 1 factor to 
be considered in planning the sign on 
the store front, according to the Na- 
tional Electric Sign Association. The 
proper size and style of the letters 
themselves extend or decrease this 
identification value, although it is not 
necessary to secure readability from 
great distances. 

Most signs are in shopping areas 
where other signs and buildings are 
located near each other. Consumer 
traffic, therefore, is composed largely 
of people who have come to do their 
shopping. Individuality in design, 
coupled with identifying readability, 
thus becomes of first importance. 
Specific recommendations suggest a 
style and size of letters that would be 
visible for a number of blocks if no 
obstruction were encountered. This 
flush type of sign cannot be seen from 
a great distance, of course, as in the 
case of a projecting or “stick-out” 
sign. Depending on the location, an 
analysis will be required to determine 
whether both types are needed. 

Color selection in signs is important, 
too. Intensity of lighting on the 
street and in show windows, together 
with the variety of colors used in 
neighboring signs, all have a bearing 


A New Approach to 
STORE PLANNING 


CONTINUED FROM PAGE 56 
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(1) Single tube arrangement (2) double 
tube arrangement with different lettering 
and (3) double tube on face of letter with 








one tube in rear to create silhouette effect 





MAY, 1945—ELECTRICAL MERCHANDISING 











on color selection. The following 
colors provide the most punch and 
visibility: Green, neon-reddish orange, 
various shades of white, yellow and 
blue. 

Letters recommended for “modern- 
eered” signs for appliance-radio spe. 
cialty stores are 16 in. high, providing 
an approximate over-all spread of 2] 
feet. Material: porcelain enamel steel, 
Colors: two. Tubing: single stroke 
fluorescent. Hues: optional. Trans. 
formers: 60MA. Method of instal- 
lation: suspended from bottom of 
marquee. Method of wiring: channel 
raceway installed in marquee. Approxi- 
mate cost, less installation: $475; with 
double tube outline, $600. 

















Background Thinking 


So much for the working out of the 
various elements going into the plan- 
ning of the modern appliance-radio 
store. The genesis of theidea is well 
expressed by Mr. Bennett, who points 
out that inadequacies of present-day 
retailing are being more and more 
recognized by store owners faced with 
the problems of post-war competition. 

“T am convinced,” Mr. Bennett said, 
“that the electrical appliance and hard- 
ware stores of tomorrow must gear 
themselves for new and accelerated 
merchandising strategy in order to 
keep step with the new and amazingly 
modern household appliances that are 
being designed today and will soon be 
in production. 

“Unless this is done, it is reason- 
able to believe that the first rush of 
post-war consumer buying will dwindle 
to a trickling stream that will finally 
stop, of itself, as tomorrow’s pur- 
chasers turn their loyalties and buy- 
ing habits where proper lighting, good 
floor covering, pleasing interiors, in- 
vite inspection and purchase of well- 
displayed, strategically-arranged mer- 
chandise. 

“This is the reason for the develop- 
ment by Universal of this basic guide 
to store planning and modernization. 
It is designed to help retailers visualize 
how their own establishments can be 
modernized and laid out for advanced 
merchandising efficiency. This has 
been done by developing the important 
phases that influence the merchandis- 
ing efficiency of the store-front, in- 
terior, flooring, lighting, display fix- 
tures—and relating these to actual 
materials that can be used in accom- 
plishing the over-all desired effect. 
Manufacturers have been invited to 
show in graphic form, how each of the 
specific elements could be employed 
to best advantage, and to give approxi- 
mate estimate of costs based on their 
specifications, according to basic floor 
plans for an electrical appliance and 
radio store, hardware store, and ap- 
pliance center for department store, 
furniture store or utility company 
store. 
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Through more than 25 years’ continuous 
production, Briggs § Stratton has pioneered 
improved design, engineering advancements, 
and precision manufacture of air-cooled 
gasoline engines. Today, Briggs & Stratton 
4-cycle air-cooled engines are making a vital 
contribution to the war effort through 

an ever-increasing variety of standard and 
special applications. By their dependable 
performance, they are living\up to 

their long-established reputation as “the 
world’s finest small air-cooled engines.” 


Everywhere they are setting new 
records that foretell 
greater future 
utility through 
wider uses of 
gasoline powered ap- 
pliances and equipment 
than ever before! 


Ee 


In your plans for the future, you can profit by the 
long experience which has made this performance 


- 


record of Briggs & Stratton air-cooled engines possi- 
ble — whether you manufacture, sell or use 


4 
4 


gasoline-powered equipment or appliances. 
Briggs & Stratton Corp., Milwaukee 1, Wis., U.S.A. 
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depending on a distributor for service 
and installation, where his chief place 
in the picture is to offer a cheaper price 
than his downtown street competitor, 
he is not doing very much to earn his 
money and is on the way to becoming 
extinct. 

After the post-war gravy train 
passes—and this manufacturer thinks 
it will last about nine months—the 
world is going to be pretty tough for 
a stupid retailer. If he thinks the 
world owes him a living simply be- 
cause he occupies a certain corner, he 
is due for the shock of his life. 


The Place of the Independent Dealer 


CONTINUED FROM PAGE 23 _ 





electrical kitchen is primarily a smal 
dealer’s job. Installation of an oj 
burner or heater lends itself to th 
personal checkup of the stove it is con, 
nected with. Laundry equipment, jp, 
stalling ventilating fans—the instance; 
are numberless. A dealer who is no 
afraid to use his hands and will giv. 
personal attention to each job is going 
to be the fair-haired boy. 
Manufacturers when they think 9 
dealers have several thoughts in mind: 
1, They realize that the dealer is in. 
surance for their line. A lot of inde 
pendent retail outlets are insurance t 








"So please— 


put into paper salvage. 


victory.” 





IMPORTANT 


“Paper is a Number One war material shortage—because over 700,000 
different war items are wrapped, packaged, labelled, tagged, or made 
from paper or container board. And the Pacific war, when it speeds up, 
will require stupend ts of paper and board since double and 
triple packing are required for protection against weather, insects, etc. 


1. Share this magazine with friends since present demand can not be 
satisfied due to the paper shortage; 


2. When this magazine has served its purpose put into paper salvage; 
3. And look over your store room to get waste paper of any kind to 


"Then you'll be doing an ‘extra’ to aid the war effort—and to speed 








To compete with chain stores, the 
independent dealer is going to have to 
hit the ball in those fields where he has 
a natural advantage. They are: 

1. Be an appliance center. People 
like to deal with an expert and see 
complete displays. The chain store 
scatters its attention over many items 
and salesmen. necessarily ‘cannot be 
specialists. People who have been 
burned by the poor service they have 
obtained on orphan merchandise dur- 
ing the war are going to flock to the 
brands after the war, and the retailer 
who works to sell them will have an 
advantage. s 

2. The retailer must get out and beat 
the bushes. This doesn’t mean to ring 
doorbells, but it does mean checking 
back on old customers to see how they 
are getting along, how their old appli- 
ances are working, and it does signify 
calling on people who have made pur- 
chases te see how they work. The 
spending of $50 or more will continue 
to be a serious problem for a family, 
and it will continue to need guidance 
in its purchases by the dealer. 

3. The good retailer will continue 
to repair appliances. In the first place 
such a department automatically brings 
a lot of people to the store. Secondly, 
it is a sure tipoff to folks who are 
about to be in the market for replace- 
ments. Finally, a repair department 
is naturally most successful in the small 
operation. This gives the dealer a 
chance to carry the made-to-measure 
idea to perfection. 

4. This manufacturer’s guess is that 
dealers are going to lean toward lines 
that permit them to get in some made- 
to-measure licks. Measuring up the 


MAY, 


1945—ELECTRICAL MERCHANDISING 


a manufacturer, even if he can make 
money easier another way. 

2. The manufacturer doesn’t believe 
that the chain store is the ultimate, 
lowest cost distributor. In old coun- 
tries like China and Europe, the 
momma-and-poppa store is the ulti- 
mate survivor, and is actually in a 
position to lick the tar out of chain 
store competition. 

3. Manufacturers have not forgotten 
the fact that only about a third of the 
public buys on price alone. About 2) 
years ago the grocery chain stores 
looked as if they were going to sweep 
the country. They increased to 
a little over a third of the total number 
of grocery stores in America, ani 
stopped there. Apparently other fac- 
tors than price kept them from sweep- 
ing independent grocery men out of 
existence. 

The dealer who is willing to work 
with his hands, who is willing to get 
out and personally contact the custom- 
ers, who will give repair service on 
what he sells—will win. In short, he 
who will make himself an expert, is in 
an advantageous position in the mind 
of ‘the manufacturer who told ELec- 
TRICAL MERCHANDISING this story. If 
he will make himself an expert, will 
work at it and will stock a good, rep- 
resentative line sufficiently to make his 
firm look like a specialty house, he 
will succeed in the toughest compe- 
tition. 

That’s what one manufacturer wants 
to anonymously inform him and let 
him know that there are a lot of 
fellows pulling for his success, regard- 
less of how complicated the distribu- 
tion picture looks. 
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Help your sales with the greater beauty 


of a WA X-O-NAMEL finish! 


Trademark Reg. U. 8. Pat. Off. 





The patented wax-impregnated enamel 


It's the truth—women buy what pleases their eye : : : and women control 
the purchase of home equipment. Any product will sell better if beau- 
tiful, and any product will be more beautiful if finished with Johnson's 


WAX-O-NAMEL. 
Richer Beauty 


By a patented process, high-quality enamel has been impregnated with 
wax . : : an exclusive feature! Thus, WAX-O-NAMEL inherits the 
advantages of wax. This superior finish, produced in white and colors, 
not only gives a richer original beauty, but a beauty that lasts longer. 
Because of WAX-O-NAMEL'’s remarkable resistance to marring, soiling 


S.C. JOHNSON & SON, Inc., Dept. EM-55 
Product Finishes Dept., Racine, Wisconsin 


Gentlemen: 
Sounds good to me! I'd like to see the “What's Ahead in Product Finishes” brochure. 


Name. Title 
Address 








Company Name 
a ian 
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and handling, it gives greater-than-usual protection during packing and 
shipping—keeps products ‘“‘new-looking”’ while on display. 
Perfected and used before the war, WAX-O-NAMEL may be used on 


any surface suitable for ordinary enamel . . . applied and dried by any 


conventional production method. 


In the highly competitive market ahead, WAX-O-NAMEL can help 
sell Mrs. Housewife more of your merchandise. Though we cannot supply 
WAX-O-NAMEL now, get complete details of this unique development 


in finishes, fill out and mail the coupon today! 


* Buy more War Bonds—to KEEP! * 


WAX-O-NAMEL 
made ty the makers of 


JOHNSON’S WAX 


A name everyone knows! 
S.C. JOHNSON & SON, Inc., Racine, Wisconsin 
a 
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APPLIED 


Conlon is proud to announce a long 
term arrangement with the George 
Walker Organization, on an exclusive 
basis for the design of its electric auto- 






matic *ironers of the future. This organ- | 
= ization is headed by one of America’s 





foremost product designers, George 
| Walker. whose accomplishments 
/have already proved his leadership 
in the designing field. Conlon Corpo- 
ration does not intend to just “coast 
along” on the reputation it has earned 
for quality Washers and Ironers. 


GEORGE WALKER 
Industrial Designer 


Sound construction, for the greatest 
possible usefulness, will always be 
the measure of success in the man- 
ufacture of household appliances. 
Over a period of many years, the 
name “Conlon” has stood for such 
soundness of construction and prime 
utility in Washers and Ironers. These 
qualities, plus a new smart appear- 
ance for satisfaction and sound profits, 
will place all Conlon dealers in a better 
position for the postwar market. 


J *The Conlon Washer as well as other products are 
@ being designed and styled by other leading designers, 
om such as Barnes & Reinecke, Arthur Swanson & Asso- 


Laas ciates and Dave Lundy & Associates, all of Chicago. 


QUALITY WASHERS and IRONERS 


CONLON CORPORATION 


1824 SOUTH S2nd AVENUE + CHICAGO 50, ILLINOIS 
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Radio Service Industry 
Surveyed by Sylvania 


The sale of 60,000,000 tubes by the 
radio service industry through 30,000 
shops employing 90,000 men in post- 
war is indicated by a national survey 
of radio repairmen and set owners, as 
recently announced by Sylvania Elec- 
tric Products Inc. Analysing the sur- 
vey, Frank Mansfield, Sylvania’s di- 
rector of sales research, said findings 
indicated 24,700 radio service estab- 
lishments are in operation today. 

Proof that radio servicemen know 
their business, Mansfield said, was the 
fact that 92.5 percent of set owners re- 
ported repairmen did a good job while 
89.3 percent of set users further re- 
ported the charges made for the work 
were fair. Considered in the light of 
wartime scarcities these expressions of 
public opinion are particularly favor- 
able, he said, revealing that 90.4 per- 
cent of repairmen today frequently 
modify circuits. Of these changes, 
90.6 percent are found to be successful 
despite the complexity of modern sets. 


Sold 30,000,000 Tubes Annually 


The 24,700 shops in operation today 
employ a total of 60,000 people. Aside 
from the owner there are no employees 
in 12 percent of these shops, while 38 
percent employ one, 28 percent employ 
two, 11 percent employ three, and 11 
percent employ four or more persons. 
Before the war servicemen completed 
30,000,000 repair jobs annually, selling 
30,000,000 tubes in the process. Fur- 
thermore, he said, repairmen sold 
approximately 19 percent of all radio 
sets. Looking ahead to the 60,000,000 
tube replacement market forecast for 
post-war, 60 to 65 percent of the total 
is expected to be sold by servicemen. 

The survey revealed that 40 percent 
of all radio repairs can be made either 
with tubes alone, with mechanical or 


| electrical parts alone, or with labor 





alone; 36 percent requiring only two 
of these factors; 17 percent requiring 
three; and only 7 percent requiring 
four. Stated another way, 52 percent 


| of all repair jobs require tubes; 63 


percent require electrical parts ; 31 per- 
cent require mechanical parts; and 44 
percent involve labor. 

Servicemen generally attribute the 
need for services to the failure of seven 
specific components. These are: tubes, 
condensers, power supplies, tuning sys- 
tems, IF coils, RF coils, and filters. 
While tubes are most frequently 
needed for radio servicing, they are not 
effected by humidity which was cited 
as a major cause for radio servicing in 
43.6 percent of sets serviced through- 
out the country. Humidity, as a cause 
of trouble, varies in different parts of 
the country as follows: Pacific States 
22 percent; East North Central States 
28 percent; South Atlantic States 61 
percent ; and Gulf States 87 percent. 

The market studies conducted by 
Sylvania indicate tube inventory poses 
a difficult problem. Many repairmen 
feel too many types have been re- 
quired in the past. For this they blame 
set manufacturers. While 54 percent 
of all servicemen stocked 250 tube 
types, 38 percent stocked 300; and 
some stocked more than 400. Of those 
interviewed, 94 percent said there 
should be fewer types required. 
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WP-NOTCH DEALERS THE COUNTRY OVER CALL 


Get the whole story of the 
Franchise with a Future. Send 
for the book, “A Great Name 
Soars into the Home Radio 
Market.” 


Why does the ep adio—the greatest name in wartime radio—thousands 
set field chag of the finest dealers? These are facts you ought to know 
you? Wh before you sign any franchise. Get all the answers— 
k hy send for this important book—“A Great Name Soars 
= into the Home Radio Field.” Write today, direct to 
Bendix Radio Division, Bendix Aviation Corporation, 

Baltimore 4, Maryland. 


seo! WITH BENDIX ... FOR PRESTIGE 
JFITS ... PERMANENCE oF DEB 


REG. U. S. PAT. OFF. 
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COMPACTLY DESIGNED TURBINE having two 
centrifugal fan stages properly baffled and driven by 
a high-speed series motor. This unit is particularly 
adaptable to the cannister type vacuum cleaner, 
















ECAUSE the prospect as well as the salesman 
knows the importance of motor depend- 
ability in a household appliance, the statement 
—“it has a Lamb Electric Motor”—carries real 
weight in making a sale. 


Engineered and built for each particular appli- 
cation, Lamb Electric Motors have won a reputa- 
tion for reliability and good performance during 
their thirty years’ use. 


It will pay to keep in mind this reputation of 
Lamb Electric Motors for thorough depend- 
ability, as you make your future plans. 


THE LAMB ELECTRIC COMPANY 
° KENT, OHIO 
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and so have little trouble on this score. 
It’s easy to get along with the cus- 
tomer today if you halfway explain 
conditions and act decent. But for 
heaven’s sake never tell them there’s a 
war on. Because of slow deliveries of 
parts by factories it now sometimes 
takes us a couple months to complete a 
job but not more than two out of a 
hundred customers turn mean for this 
reason. 

“All we have now are assets—and 
no liabilities. It’s a swell way to run 
a business.” 


Wartime Demonstration 


At about this time during our inter- 
view a man walked into the store and 
put an iron on the counter. Miss N. 
M. Freer, Hardee’s efficient secretary 
for a good many years, examined the 
iron, learned the failure was due to 
a part now obsolete, and so informed 
the customer. She wrapped the iron 
for shipping, gave the man the manu- 
facturer’s address and instructed him 
to return it with an accompanying 
letter requesting repair. She ex- 
plained that the manufacturer then 
probably would make a liberal allow- 
ance on the old iron and sell him a new 
one—which the manufacturer would 
not do for him through a retail out- 
let. Thus, she further explained, he 
would have a new iron, at no greater 
cost, rather than a patched-up job. 
There was no store charge but I 
noticed Miss Freer carefully noted the 
man’s name in the company’s card sys- 
tem listing customers. 

“See what I mean by special war- 
time service?” Hardee asked. 

“And in post-war we'll probably 
sell that man a real bill of goods be- 
cause of today’s favor,” he added. 


Post-War Slants 


Which reminded us we wanted to 
know this dealer’s slant on post-war. 


Systematic Service 
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“As soon as labor is available |’!! 
have my store refinished. This won't 
be necessary in order to sell merchan- 
dise right after the green light but it 
will be as soon as supply catches up 
to demand. 

“Service naturally will slump. [’l! 
start rebuilding my outside crew so 
they can demonstrate, sell, deliver and 
service. 

“T hear discounts will be shorter and 
prices, based on the value of the dollar, 
will be comparatively lower. This will 
enable us to compete with chains and 
it automatically will eliminate the dis- 
count houses for awhile. Ifa customer 
only can get a small cut off the list 
from a discount house he’ll stay with 
us. I feel that the established appli- 
ance dealer—most of whom hardly 
exist today except on a small amount 
of honest service work—is staying in 
business because he knows that if 
there is any justice he will get first 
crack at new merchandise. This will 
be sold at full list and without exag- 
gerated trade-in allowances. 

“T look for this condition to last for 
about a year. The dealer in business 
that year who forgets service—doesn’t 
push it, doesn’t talk it but continues to 
render it where necessary—and sticks 
to selling will make a pile of money. 

“Then supply will exceed demand 
and I look forward to a slow return of 
the same old racket. It necessarily 
won’t be a voluntary step by any group 
of manufacturers but some salesman- 
ager, under pressure to get volume, 
will sell several carloads—which a 
small dealer can’t touch—to a fringe 
outlet. That sales manager simply 
will be creating a discount house. The 
other manufacturers can’t sit still and 
watch him grow fat. There goes the 
dyke and we’re all in the same old 
swim.” 

“Meanwhile, Hardee Co. is going to 
sell its full share of appliances.” 




















SLANLEY 
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“WE'LL HAVE TO SEPARATE THOSE TWO COMPETITIVE 
BOXES, BOSS, THEY'VE BEEN KNOCKING EACH OTHER" 
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phe Exclusive Fuel Saver / 
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aa Gives You Extra Sales Appeal 
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| he 20 Popular Models Include Top, Medium, Low-priced Lines; Super- 
d appli- flame Deluxe Twin . .. Helps You Meet Any and All Competition 

hardly Supertlame’s Sample Plan helps you build up a backlog of profitable 

wrvesere orders now for future delivery. Under this plan a limited number of 


tying in Superflame floor samples are available to new, progressive distribu- 


A gl tors .. . without handicapping our present distributors and dealers. 


‘his will Alert distributors will welcome this opportunity to get into sales 
it exag- action with the fast-selling Superflame line now. Superflame’s style. 

workmanship and exclusive sales features like the Fuel Saver Radia- 
last for tor, give you effective sales appeal. Valuable territories are open in 
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demand 20 Popular Models To Sell 
eturn of 
cessarily Superflame Deluxe Twin 
iy group Exclusive Economy Features 
ilesman- You Can Really Sell 
volume, Exclusive! ... the only 
which a twin heater with fuel saver 
a fringe radiator. Saves 20% of 
simply "fuel cost. 
se. The Exclusivel ... has two 
still and Superflame burners. T w o 
poes the heaters in one. Use one 
ame old burner in mild weather— 


both when extra heat is 
needed. 


poing to 
s.” 










Superflame 
Kitchenette 
... A Spe- 
cialty Item 
With Real 
Sales Appeal 


Three Complete Lines 


© other manufacturer gives you so much! 20 popular 
odels . . . 3 complete lines to help you meet any and all 
nds of competition. 


Popular- 
Priced 





Superflame 


Radiating and 
Circulating 
Heater 

















Superflame Line 
Includes Water 
Heaters and Floor 
Furnaces 
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and brings you profitable 
new business with 


Fly Screens Traps 


Just as the history-making inventions of the past have piled up profits 


for those alert enough to get behind them, so Gardner Electric Fly 


Screens and Traps offer you a business building opportunity for post- 


war so broad and so big that it embraces every major market—resi- 


dential, commercial, industrial, institutional, agricultural. 


These popularly priced screens and traps work 
continuously without attention, offer the best, 
most effective and most economical way 


to keep premises free from winged in- 


sects. Screens are adjustable on all 
sides, are completely safe, 
are easy to install. Traps 
are portable, plug in 
anywhere, can be 


illuminated for night 


flying insects. Plan 
for your share of 
this profitable business 


by writing today for full infor- 
mation on the opportunities 
Gardner offers you for in- 


creased postwar sales. 


5745 Kansas St. 
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Gardner Electric Fence Controllers 
Gardner makes a pioneer line of safety-approved bat- 
tery and high line models with hard-hitting advantages 
that give you a lead over competition in the ever 
growing field of farm fencing with electricity. 


bardner 





































g.Lo. 


Horicon, Wis. 














the home he notes the service rendered 
and parts used, along with the charge 
and cash collection made. If the 
machine is brought into the shop, the 
repair department carries on in the 
same fashion. 

When the service ticket is turned 
back to the office it is filed numerically. 
All told, this section holds 6,800 service 
tickets. The oldest are transferred to 
another file. 

Prior to filing the service ticket, its 
date, number, initials of employee who 
handled it, and the amount of the 
charge are noted in a line across both 
the key card and the duplicate card. 
In the case of a sale, the appliance, its 
make, model and number, plus date of 
sale, also are noted in the upper right 
corner of both cards. The key cards 
are filed alphabetically in the drawers 
in the safe. In here are the names of 
17,600 live customers. As _ further 
service tickets are made out for any 
particular customer in this file, the 
notations are continued on the proper 
key card, always being held to a single 
line. Additional sales of other appli- 
ances to this same customer also are 
similarly noted. 

The duplicate cards actually are 
referred to as territorial cards and are 
filed under 18 headings listing sur- 
rounding communities. 

When the press of business is not 
unduly heavy, the office staff sometimes 
notes other information on the cards. 
This may include a record of all appli- 
ances owned by a customer, giving the 
age and condition of each appliance 
and the prospects for a service job or 
a replacement sale. 

Master cards on which no action 
has been noted over a five-year period 
are considered dead. These custom- 
ers are given one last phone call. In 
the event this check-back still produces 
no immediate business, these cards are 
removed from the file. 


Two Women Run System 


If this card index system seems 
cumbersome, bear in mind that it is 
handled solely by two very efficient 





Card System Brings Hardee Business 
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women who also have a considera 
amount of other office work to turn, 
daily. Miss N. M. Freer, who } 
been in the organization more than 
years, reports it takes far less of ¢ 
time than it normally might appear 
an observer at a casual glance. 

their work does not merely consist 
making out the cards; they use th 
to the limit to produce business, 

Miss Freer and Mrs. Pauline (Cj 
win, the latter now in her fifth yg 
in the company, also take care of 
dering all parts and appliances, 
correspondence and other general off 
routine, even including contracts a 
collections when new appliances ; 
sold. (The Hardee Co. makes dirg 
collections from its paper custome 
To reduce collection work over 
phone and through form letters by ¢ 
office staff, the company stands pat 
a firm policy, breaking the custom 
into harness the very first month. “S 
account is no better than the mam 
in which it is handled,” Hardee 
Meanwhile, these two efficig 
ladies also take all incoming pho 
calls for service. 

As if this wasn’t enough—now ti 
there are no collections to be m 
these days—Mrs. Corwin repairs ir 
in the spare moments of her eight-ho 
day! Under Hardee’s able coachi 
she has become very proficient in ti 
work, servicing Proctor, GE 
Westinghouse irons nearly as fast 
he can. Now, she also is starting 
tackle toasters. The gross prof 
rung up weekly through this servi 
more than offset her salary. 

This system does not merely provi 
Hardee with a live mailing list. 
master cards never are taken from t 
office but an outside service-salesm 
finds the territorial cards ideal i 
soliciting service or new sales when 
schedule of calls otherwise is lig 
In the event he has a single call 
make in a certain section, Miss Fre 
almost invariably in a few minut 
can drum up several other calls for hi 
to make on a routine service check- 

(Continued on page 72) 
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After painstaking refinishing work is completed on cleaners, machines are pro- 


tected from dirt and dust by storage, pending their return to customers, in this 


MAY, 





special locker with sliding doors. Gus Koehmel is cleaner section's ace repairman. 
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YES.....1M HERE TO BUY 


Deeptre 

















GET READY FOR THE DAY WHEN 


THEY'LL JPLZZ BE SAYING THIS! 


Remember... 


1, DEEPFREEZE is performance-proved in thou- 3. FULL-PAGE national advertising 


sands of homes since 1938. Not a postwar by Deepfreeze is now pre-selling for 
experiment. you. 





2. ONLY DEEPFREEZE provides 100°, Pri- 4. MILLIONS will demand the name 
mary Freezing surface . . . protection against de- Deepfreeze on the home freezer they 
hydration of foods. buy. 


FOR INFORMATION REGARDING DEALER FRANCHISE IN YOUR TERRITORY, WRITE TODAY! 


a ———_ 


: a — aa 
i@ ” a Cartridge cases, airplane nose and tail gun turrets, blood 
\ desiccating units and industrial freezing equipment are 
Hl AWARDED ey? among the war products that Motor Products Corpor- 
& DETROIT ii ation is proud to be making to speed the day of victory. 
# PLANT 
PAT. OFF. 


TRADE MARK REG U.S M°&TOR PRODUCTS CORPORATION 
re p 


Deepfr Division: 2464 Davis Street, North Chi , Ub 
in: | ONLY MOTOR PRODUCTS CAN MAKE A “DEEPFREEZE” | naaha Plante Debett: Mich, Conedion Plast: Walersille, Out 
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AMLLION TIMES S 


Yes, for in a million homes that are and are 
to be, electric automatic ventilation is and 
will be an established necessity. Here is an 
appliance free from cluttered competition, 
tested and proved through 20 years in thou- 
sands of homes. At war’s end Victron Ven- 
tilating Fans will command a wanting, wait- 
ing market...a potential average of 3 units 
to every home. Nationally advertised... de- 
manded by homeowners ...appliance dealers 
will find it profitable to put Victron Venti- 
lating Fans at the top of their list of post- 
war appliances. New, improved models will 
be available when restrictions are lifted. The 
time to get set is NOW. Write today. 


FOR 3 IMPORTANT ROOMS 


In the kitchen—to keep it clean and odor free. 


In the recreation room —to keep it fresh and smoke free. 


In the bathroom —to keep it free from “steamy” fog. 





pane— wemnon OM Ait CMCULATORS = WETRON meTaon winaust oe al 


ELE LECTRIC , 


MANUFACTURERS OF VICTRON DESK AND PEDESTAL 
TORS — VICTRON 


VICTOR 


ARO DUCTS 














PAGE 72 MAY, 1945—ELECTRICAL MERCHANDISIN 















































Card System Brings 
Hardee Busine 


emeeeCONTINUED FROM PAGE 70 


in the same area. Armed with a st; 
of cards, personable Miss Freer re; 
develops an amazing amount of by 
ness over the telephone. The custo 
ers appreciate this attention. And wh 
the outside service-salesman greets { 
customer, he knows the complete sto 
He has had his mind refreshed by 
card regarding the customer and 
appliance. 


Switch Salesmen 


On the other hand, the cards 
Hardee another important fact. } 
soon can determine which outside r¢ 
resentative makes the best time wi 
which customer. If J. F. C. 
three calls on some customer and 








estimate o 
your moche 


Equipment qua 


Jj. E. HARDEE CO. 


144-35 Jamaica Ave., JAMAICA, L. I. 


JA maica 6-6200 











Through cleverly disguised questionnai 
sent to new customers Hardee proved 

the Telephone Directory is leading prosp 
producer in his territory by a wide marg 
He uses space advertising, as above, 
phone company's Red Book. 


tops he can ring up on the account 
a minimum charge or two, then Haré 
may try K. R. S. on this custom 
when the next call comes through ! 
service. If K. R. S. hits the jac 
for a rebuild job or sells a replacem4 
appliance, he is the man to stay ¥ 
that customer on future calls. 
Dealers will readily appreciate th4 
and the many other advantages offe 
by such a system. As for Jim Har 
he would no more think of parting ¥ 
those cards than closing down 
service shop or eliminating the outs 
service-salesman crew. 
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THIS NAME 


IS GETTING BIGGER 


ALL THE TIME 


When war work ends, the well-known Arvin Products made before 
the war will come again with improvements. And there'll be new ones 
— such as Roll-a-Round Laundry Tubs, Automatic Electric Irons and 
several other things for family comfort, convenience and pleasure. 
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For 25 years, starting with only one product and 
one factory, the name ARVIN has been getting bigger all 
the time — growing to mean more and better products the 
whole family enjoys. By the last peacetime year, the name 
ARVIN had grown to mean Home Radios, Metal-Chrome 
Dinette Sets, Outdoor Metal Furniture, Fan - Forced 
Electric Heaters for bathrooms and other places, in 
addition to the famous Arvin Hot Water Car Heaters. 


> Millions of these Arvin Products were sold before the 
war—and eight plants were used to build them. During the 
war, the company has produced over ninety million dollars 
worth of fighting radios and other essential equipment. 
When war work ends, Arvin craftsmen—top flight engineers 
and production men — will have eleven plants in five 
Indiana cities, for manufacturing the many new and 
improved Arvin Products. 


> Arvin’s coming new line of Top Flight Radios will 
include a wide choice of models. There'll be tiny ones, 
big ones, middle-size ones, table models, radio-phonograph 
combinations with automatic record changers and FM, . 
floor models, portables and farm battery sets. With them, 
you can radio-furnish your customers’ homes completely 
—and economically — upstairs, downstairs, all through 
the house — and outdoors, too. 


NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 



















PART ONE OF A VALUABLE FIVE-PART SERIES 


LEARN HOW TO GET IN THIS KITCHEN BUSINESS 


You will be able to offer your customers a “packaged” all-metal kitchen at 
a fraction of the cost of a custom-built kitchen. What's more, AMERICAN 
KITCHENS will give greater satisfaction, without worries from warping, 
termites and unsanitation. Our independent distributor in your area will 
gladly give you the whole story on how you can take advantage of the 
tremendous postwar market for “packaged” 


AMERICAN way! Drop a line to us today for his name. 





More than one-third of today’s home owners will 
improve their houses within six months after the 
war. 





A new appliance won't modernize an old 
kitchen. ... 





Your sales of new ranges and refrigerators will 
automatically create sales for AMERICAN 
KITCHENS. 





An AMERICAN KITCHEN is often twice as profit- 


able a sale for you as a range or a refrigerator. 


HIETCHERS 


AMERICAN CENTRAL MANUFACTURING CORPORATION, CONNERSVILLE, INDIANA 
Builder of Jeep Bodies for Ford and Willys 
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all-metal kitchens the 








It requires new cabinets and a new sink to 
really do the job. | 





. And your sales of AMERICAN KITCHENS 
will lead to sales of new ranges and refrig- 
erators for you. 





The mass-produced, all-metal AMERICAN KITCH- 
EN looks better, lasts longer, is more sanitary, | 
and sells for a fraction of the cost of custom- 
built kitchens. 


7 
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STUDY BY INCOME GROUPS 


Class A ClassB ClassC ClassD Aili Classe, 


Number of families............ 1,580 11,800 87660 11,920 112,960 
eer 1.4 10.45 77.601 10.55 100 
Number of children........... 1,500 9,360 74460 17,660 92,950 
Number of roomers............ 280 1,420 13,520 1,640 16,860 
Number of persons............ 6,000 41,620 306,320 33,420 387,360 
Per cent employing servants... .. 18.99 6.95 1.07 S 1.87 
With no servants.............. 53.16 177.97 96.12 98.99 93.93 
With part time servants......... 27.85 15.08 2.81 51 4.20 
Per cent owning homes......... 92.41 82.2 76.02 35.23 72.59 
Per cent renting............... 7.59 17.8 23.98 64.77 27.41 


Questions directed specifically to the 
subject of appliance ownership re- 
vealed that 13.86 of the population 
own nine or more appliances, 33.43 per 
cent own 7 or 8 appliances, 28,01 per 


cent own 5 or 6 appliances, while onj 
24.7 per cent own as few as four q 
less. How ownership of individy 
appliances was distributed among the 
appliance-owning groups. 


APPLIANCE OWNERSHIP BY GROUPS 


Group 1 Group2 Group 3 Group 4 
(Qormore (7or8 (S0or6 (Aorless Total 

Number of families 15,660 37,760 31,640 27,900 112,960 
Per cent of total 13.86 33.43 28.01 24.7 100 
lroners—No. owned 7,160 4,660 2,220 1,400 14,940 
Per cent of group 48.9 12.34 3.8 5.0 13.230 
Washer—No. owned 15,560 34,960 27,300 16,560 94,380 
Per cent of group 99.36 92.58 86.28 59.35 83.5 
Electric range—No. owned 10,980 21,160 12,660 8,300 53,120 
Per cent of group 70.1 56.03 40.01 29.74 47.03 
Refrigerator 14,900 34,540 23,800 13,560 86,800 
Per cent of group 95.14 91.47 75.17 48.6 86.84 
Mixers—No. owned 12,320 14,780 5,200 1,560 33,860 
Per cent of group 78.67 39.14 16.43 5.59 29.980 
Sewing machines (all types) 14,840 31,000 20,500 9,960 76,300 
Number owned 94.16 82.09 64.79 35.69 67.55 
Per cent of group 
Number contemplating 4,680 10,180 8,420 8,420 31,700 
Major purchases when 

appliances available 26.98 26.61 22.21 28.05 
Per cent of group 29.94 

Electric Ranges five years old, 14.340 between five 2 

The record of homes wired for ‘°" Years and 9,160 over ten years 


ranges (54.93 per cent) is slightly age. 


higher than the number of ranges in- 
stalled (47.03 per cent) and this figure 
in turn is higher by I per cent than the 
figure arrived at by the Northwestern 
Electric Company in its 1940 survey 
of 16,201 Portland families. The dif- 
ference is accounted for by the fact that 
many of the families moving into this 
district for war work from other sec- 
tions of the Northwest brought electric 
ranges with them. In any case, the 
check is remarkably close. While 70.22 
of the homes are piped for gas, only 
37 per cent use gas ranges. It is noted 
also that 47.54 per cent of all gas 
ranges in use are over 10 years old and 
may be regarded as prospects for re- 
placement after the war. Ages of elec- 
tric ranges were given as: Under five 
years—45.52 per cent; five to ten years 
—31.14 per cent; over ten years—23.34 
per cent. Apartment houses, with 11.71 
per cent of all electric ranges, had 
20.81 per cent of the ranges more than 
ten years old—in fact, better than one 
in every three apartment installed elec- 
tric range belonged to this age group. 


Electric Water Heaters 


Four fifths (81.79 per cent) of : 
families in single homes have s0 
sort of hot water heater. About o 
fourth of them heat their water by ele 
tricity (24.07 per cent), while 53 
cent use gas for fuel. The remainé 
are divided between sawdust and oth 
fuels. Of all heaters in use, 38.27 a 
automatic, the remainder being manu 
in type. A survey of all types of heal 
ers indicates that 45.05 per cent ‘ 
them are under 7 years of age, 164 
per cent are between 7 and 10 year 
while 38.02 per cent are more than | 
years old. 


Electric Refrigerators 


Refrigerators are owned by 86.84 p4 
cent of the families. Of these, 3! 
per cent are gas refrigerators, 8.4 94 
cent ice boxes and the remaining 884 
per cent electrical. A question as 
whether or not the appliance w4 
bought new or second hand, broug! 
out the fact that 82.47 per cent of 
refrigerators were bought new, whil 


In number of ranges installed, of 17.51 per cent were used when pu 
course, the single house group topped chased. As in the case of electr 
the list with 83.47 per cent, or 44,340 ranges, those owned by apartme 










ranges. Of these, 20.840 were under 


(Continued on page 76) 
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New Ideas 
for New Day Selling! 


e CLARION RADIO dealer helps are on the job today. 
The new 15-mile continuous poster illustrated above is 
a typical example of the many new day CLARION promo- 
tions available NOW. It is providing CLARION dealers 
with store displays backed with dramatic power. 
CLARION—all out for victory—cannot tell you when 


you will have new radios to sell. 





But CLARION dealers are getting every possible assist- 
ance that careful planning can produce under today’s 
conditions. 

There is a story back of the name CLARION RADIO 
worth knowing. The name of the distributor for your ter- 


ritory will be furnished upon request. 


WARWICK MANUFACTURING CORPORATION 
4640 WEST HARRISON STREET «+ +» « CHICAGO 44, ILLINOIS 


Proved Zuality for twenty-three yeare 














nate Fate 


PLAN TO HANDLE THE QUALITY LINE 


Grand cas RANGES 


The Grand Distributor serving your terri- \ 
tory is listed below. Contact him now and 
sign the Grand Dealer Franchise. 

Albany, New York, Henzel-Powers, Inc. 

Amarillo, Texas, Morrow-Thomas Hardware Company 
Atlanta, Georgia, The Yancey Company, Inc. 
Baltimore, Maryland, Jos. M. Zamoiski Company 
Bangor, Maine, Maine Industries Company 

Billings, Montana, Billings Hardware Company 
Binghamton, New York, Morris Distributing Company 
Birmingham, Alabama, Alabama-Florida Distributing Company 
Boston, Massachusetts, Northeastern Distributors, Inc. 
Buffalo, New York, Joseph Strauss Company, Inc. 
Charleston, West Virginia, Eskew, Smith & Cannon 
Charlotte, North Carolina, McClain Distributing Company 
Chicago, Illinois, Wakem & Whipple, Inc. 

Cincinnati, Ohio, Griffith Distributing Company 
Cleveland, Ohio, Cleveland Distributing Company 
Columbus, Ohio, American Sales Company 

Dallas, Texas, Radio City Distributing Company 
Dayton, Ohio, American Sales Company 

Denver, Colorado, Radio & Appliance Distributing Co. 
Des Moines, lowa, A. A. Schneiderhahn Company 
Detroit, Michigan, Buhl Sons Company 

Dodge City, Kansas, Mullin Furniture & Appliance 

El Paso, Texas, W.G. Walz Company 

Erie, Pennsylvania, Young Brothers 

Evansville, Indiana, The Switz Company 

Fort Wayne, Indiana, The Wayne Hardware Company 
Grand Rapids, Michigan, J. A. White Distributing Company 
Harrisburg, Pennsylvania, Raub Supply Company 
Hartford, Connecticut, Roskin Distributors, Inc. 
Indianapolis, Indiana, Griffith Distributing Company 
Kansas City, Missouri, Federal Distributing Company 
Lancaster, Pennsylvania, Raub Supply Company 

Little Rock, Arkansas, Holcomb Gunn, Inc. 

Los Angeles, California, Gough Industries, Inc. 
Louisville, Kentucky, Kentworth Corporation 

Memphis, Tennessee, McDonald Brothers 

Middletown, New York, Roskin Brothers, Inc. 
Milwaukee, Wisconsin, Radio Specialty Company 
Newark, New Jersey, Apollo Distributing Company 
New Orleans, Louisiana, Radio Specialty Corporation 
New York, N. Y., Times Appliance Company, Inc. 
Norfolk, Virginia, Bowers Wholesale Corporation 
Oklahoma City, Oklaboma, Dulaney Distributing Company 
Omaha, Nebraska, Major Appliance Company 
Philadelphia, Pennsylvania, Judson C. Burns 

Phoenix, Arizona, W.G. Walz Company 

Pittsburgh, Pennsylvania, J. A. Williams Company 
Portland, Maine, Maine Industries Company 

Portland, Oregon, Washington Stove Works 
Providence, R. 1., 1. Feldman Company 

Salt Lake City, Utah, Flint Distributing Company 

San Antonio, Texas, Southern Equipment Company 
Seattle, Washington, Washington Stove Works 

Spokane, Washington, Washington Stove Works 

St. Louis, Missouri, The Artophone Corporation 

St. Paul, Minnesota, Motor Power Equipment Company 
Syracuse, New York, Morris Distributing Company 
Toledo, Ohio, Gerlinger Equipment Company 
Washington, D. C., Columbia Wholesalers, Inc. 
Wichita, Kansas, Federal Distributing Company 
Williamson, West Virginia, Persinger Supply Company 


WHEN Peace comes, iT witt BE Sacred! 


GRAND HOME AFPFPLIANC 


CLEVELAND, OH 
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house dwellers average somewhat 
higher in age than in single dwellings, 
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seven years old. Figures for age 
appliance and type of refrigerator ; 


nearly two thirds being more than given in the following tables. 
TOTAL REFRIGERATORS—BY AGE 

Jo of % of % of Total 

Age of Single Age Age Apart Age Age 
Refrigerator Houses Group Multiple Group ment Group Group 
Under 5 years 30,00 85.67 2440 6.83 2680 7.50 35,720 
Joothouse group 37.69 45.19 23.27 36.41 
From 5 to 7 years 21,080 86.82 1,360 5.61 1,840 7.57 24,280 
Joothouse group 25.97 25.19 15.97 24.15 
Over 7 years 29,500 77.43 1,600 4.19 7,000 18.38 38,100 
Jo ofhouse group 36.34 29.62 60.76 38.84 
TOTALS 81,180 5,400 11,520 98,100 


NOTE: are given both ways. 


figure is the percent of the Age Group. Th 


P. 
me Bj C41, 7 BA HY of dwelling. 


Laundry Equipment 


Electric washing machines are 
owned by 83.5 per cent of all families 
surveyed. 79 per cent of the homes 
indicated that they handle all their 
washing at home, while 14.43 per cent 
wash some of it at home and send the 
remainder out. Only 5.7 per cent send 
all to a commercial laundry. About 
28.69 per cent of all washers are under 
5 years of age; 27 per cent are from 5 
to 8 years, while 44.31 per cent are 
more than eight years old. In this 
case the appliances owned by families 
in single dwellings averaged a little 
older, 45.28 per cent being more than 
8 years old, while apartment dwellers 
had 39.10 per cent of their washers in 
this older group. Electric ironers are 
owned by 13.23 per cent of the families. 
Of these, 60.51 per cent are over 6 
years old; 39.49 per cent under that 
age. 


Vacuum Cleaners 


Vacuum cleaners are owned by 74.47 
per cent of the families—or rather, 
that is the number owned in proportion 
to the total number surveyed. In 
reality 26.93 per cerit of the homes 
have no vacuum cleaners, while 69.99 
per cent have one and 3.08 per cent 
have two machines. Of these, 84.64 
per cent are of the floor or bag type, 
13.36 per cent of the tank type, while 
2 per cent are hand machines. Less 
than 6 years old are 31.19 per cent of 
all reported, while 68.81 per cent were 
bought more than six years ago. 


Radios and Phonographs 


The number of radios owned aver- 
ages 1.28’ per family. These are dis- 
tributed as follows: 1.64 per cent of the 
families have no radio, 74.03 per cent 


own one radio, 19.02 per cent ownt 
radios, while 5.31 per cent have th 
or more in their homes. Of this equi 
ment, 38.33 per cent is under five ye 
of age, 25.82 per cent is between § 
and seven years, while 35.85 per ¢ 
is older than 7 years. 

Phonographs are owned by 21.53; 
cent. Electrically operated machin 
make up 31.25 per cent of these n 
chines, while 50.08 per cent are co 
binations, 17.6 per cent are attachm 
and 1.07 other types. Phonogragl 
are about evenly divided between tho 
purchased within the last five ye 
and those purchased earlier. 












Other Appliances 


Electric mixers are owned by 2)! 
per cent of the families interviewe 

Sewing machines are found in 67 
per cent of the homes. Of those 1 
ported, 43.98 per cent are electric, 56 
per cent operated by foot power. 
the table of distribution by makes, 
distinction is made between the typ 
of machine. 


Oil Burners 


Of the single dwellings, 78.26 » 
cent are provided with central hed 
19.42 per cent have oil burners 
the 17,960 oil burners reported, § 
per cent were in houses of three 
four rooms, 48.77 in homes of 5 or 
rooin size, while 42:76 per cent were 
homes of 7 rooms or over. Other {ud 
used for central heating were: wo0 
36.08 per cent ; sawdust- 23.77 per cet 
coal- 13.87 per cent ; briquets- 10.25 
cent; gas- 6.64 per cent and stove 0 
6.62 per cent. 

Age of oil burners was divié 
among the various income groups 4 
cording to the following table: 


OIL BURNER DISTRIBUTION ACCORDING TO AGE 
BY INCOME GROUPS 


Class A Class B 
No. % No. % 
Under 120 2.83 1,000 23.58 
4 years 
From 4to 320 4.73 1,980 29.29 
7 years 
Over 500 7.25 1,800 26.09 
4 years 
Totals 940 5.25 4,780 26.71 


MAY, 1945— 


Total Each 

Class C Class D Age Group 

No. J No %& No. % 
2,980 70.29 140 3.30 4,240 23.69 
4,220 62.43 240 3.55 6.760 37.76 
4,260 61.74 340 4.92 6,900 38.55 


11,460 64.02 720 4.02 17,900 100.00 
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GEE, MAM - IF YOU 75-7 WELL, JINX 'N’SILL A/ NEED A LITTLE WHAT YOU WANT \F SHE SELLS YOU NEVER REALIZE 
CAN’T REMEMBER WHAT OF WESTINGHOUSE! { HELP - ROBBIE 7? \S WESTINGHOUSE THAT LADY — THE REAL VALUE OF LAMP 
YOU WANT - HOW CAN I 7? SELLING SENTENCES SHE SELLS ME! BULBS TILL YOU NEED . 

, WHA GOT —WATCH JILL Jf ONE AND HAVEN'T ANY | 
Rag LAN'S SAKES, E . MoT , BUT FOR ONLY 10# YOU CAN 
on 5) (Succest iy s y YF, . BUY A WESTINGHOUSE LAMA 

LY A Si 
a 4 
4 4 Ly Ww Y 
YG Ya ZA a 
. 
A ) allel _ & 
f Br S Be! 
1 BEER cp ED , a ; 
: , a on RFs bys Ay, 
¢ rT 
fe Q\e 4 
4 
y 
“(il 
rf Ko) . 

NEED A HUNDRED } /You'RE PSYCHIC, HERE'S A SOCKET | [ WOOLLY LOOKIN’ )/ we HAVE A 4. /SILVER/ THAT'S IT/ I ALSO 

WATT LAMP ?-OR SIS -SELL ME po FULL OF SEE-ABILITY] | RED STRING HE J Few SILVERED )S WANTED SILVER POLISH AND 

TWO?-OR THREE? SEVERAL! : J i HAS HERE / BOWL LAMPS /( CHAMOIS AND SOME —— ,; 


























WASN'T STRING 
-THAT WAS MY 
SWEATERS? 





WOW-SELLING SENTENCES 
PuT SALE-ABILITY INTO 
SEE -ABILITY /7 











Lamp Division, Dept. EM-3 FREE 


| Westinghouse Electric & Mfg. Co. 
| Bloomfield, New Jersey 


Gentlemen: 
Please send me free your Selling Sentences. 


My Street Address. .....ccccccccccccccescccsccceces 
CMY. c ccc cccesesecceccccceedccessovccvecvccecs 
sed Westinghouse 





Paws wh 25 COTES OPMICES EVERY weet 
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“What's cookin’ ' f¢ 
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| 
© sSHome Economics Department? 


The answer is — Plenty! And the hundreds of re- 
search projects in Frigidaire’s Home Economics Depart- 
ment all boil down to three objectives vital to every 
Frigidaire Dealer— 


Wartime Homemaker Aids, represented by the im- 
mensely popular booklets “Wartime Suggestions” and 
“101 Refrigerator Helps,” more than 11 million copies 
of which have been printed ... the Frigidaire—General 
Motors Film “How to Get the Most Out of Your Refrig- 
erator,” already seen by more than a million persons. 


Better Products . . . as Frigidaire Home Economusts work 
with Frigidaire Engineers to develop better and better 
Frigidaire refrigerators, ranges, home freezers, other 
home appliances. Current models are intensively used, 
possible improvements conceived. Experimental models 
are judged as homemakers might judge them—only 
much more severely! 





Easier Sales —the result of the better products Frigid- 
aire’s Home Economics Department helps to develop, 
and of such important activities as: 


e Finding ways to make Frigidaire products even more 







BUY AND KEEP 
MORE WAR BONDS! 


Home Economics 


N DISING 
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useful, through constant experimentation. One example 
of this work is the frozen-food research conducted by 
Frigidaire Home Economists through many years. 


e Bringing this valuable information to present and fu- 
ture users through instruction booklets, advertising, mag- 
azine and newspaper articles, demonstrations, meetings. 


e Helping to maintain Frigidaire prestige in the home ap- 
pliance field. In the past 12 months scores of home econ- 
omists, food editors, and other leaders in nutrition have 
visited Frigidaire’s Home Economics Department. Nu- 
merous magazine and newspaper articles based on these 
visits have been printed, helping to keep Frigidaire in the 
public mind as the authority in the home appliance field. 


HOME ECONOMICS LEADERSHIP — 
AND FRIGIDAIRE DEALERS 


Leadership creates leadership. Frigidaire’s leadership in 
Home Economics Research is resulting in much-appre- 
ciated homemaker aids now, and in better products for 
Frigidaire Dealers to sell more easily in the future. This 
is one more reason why Frigidaire Dealers will continue 
to enjoy . . . Leadership in Selling! 





/f you think thats good- 
walt til we get our Kirenen Aros” 


That “wait” idea is all right for 


youl 


customers, They’re doing it 
in droves because there’s nothing 
else to do. But they are waiting— 
and the appliance dealer who goes 
to town on that buying landslide 
will be the dealer who does things 


nmOW ... 


. Things like looking over the 
KitchenAid 
their 


products and com- 
with 
like 
analyzing his market for these 
. like figuring 
how a complete line with attach- 


paring performance 


that of ordinary mixers... 


quality machines. . 


ments will improve his volume... 
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and like getting the lowdown on 
KitchenAid’s stepped-up mer- 
chandising plans, 


After you’ve done this, there’s 
just one more thing to do. Get in 
touch with your distributor, and 
make your plans with him, Or 
write the factory. 

* * * 


The KitchenAid Line will feature 
a complete line of mixers, coffee 
mills—plus a full complement of 
attachments — all competitively 
priced, nationally advertised and 
giving full dealer profit. Plan on it. 


































The Hobart Manufacturing Co., 
KitchenAid Division, Troy, Ohio 








Something for the Boys 





In addition to such publicity, the 
program was promoted by the com- 
pany through an extensive advertis- 
ing campaign, climaxed Christmas day 
by an ad, covering more than a page 
ind a half, including almost eight 
columns of names of boys to whom 
of food were mailed bordered 
vith super-imposed letters from some 
i them expressing their thanks and 
veaded with the caption, “Merry 
Christmas, Boys!” 


cans 


Leisure House Activity 


Last May, the company’s Leisure 
House embarked on its newest project 
The canning of everything from 
chicken to peanuts, mailed overseas 
without violating the postal ban on 
perishable continued through- 
out the summer on a comparatively 
small The company’s kitchen 
and canning facilities and the guid- 
ance of Mrs. Alleene Epps King, 
Leisure House director, and her staff 
of home economists, Miss Trixie 
Mrs. Mary Rutledge and Miss 
Julia Sanders, offered as a free 
The only charge was a couple 
of cents for each tin can, available in 


foods, 


scale 


Moore. 
were 
service, 


bulk for war canning purposes. 

The day following the appearance 
f the first newspaper story, the com- 
pany’s telephone lines were tied up 
irom morning until night and women, 
vith bundles of homemade food, 
waited in long lines for their turns 
in the model kitchen. One company 
ulvertisement resulted in the Leisure 


House being booked up with appoint 
ments through the end of the mailing 
veriod. 
With the 
home demonstration 
porary 
churches, 


cooperation of the county 
agent, 14 
were established 

lodges, American Legion 
kitchens, clubs, and _ privat 

Volunteer workers, most of 
them Red nutrition aides, 
staffed the centers. The ex 
perienced canners who offered thei: 
wn kitchens and equipment to their 
neighbors overseas. The 
Red Cross corps handled the 
delivery of cans and extra equipment, 
purchased by Tampa Electric, which 
also paid for utility expenses. 

The program has _ continued 
throughout the company’s territory 
and in two other Leisure House 
kitchens in Winter Haven and Plant 
City. Appointments are made for the 
canning of poultry, meat, fish, fruits 
and vegetables, which require proces- 
sing, but other foods, such as cake, 
biscuits, cookies, nuts and _ coffee, 
which need merely be sealed in cans 
and labeled, may be brought in at 
any time any day, except Sunday. 


ten 
centers 


post 

homes 
Cross 

larger 


had 


sons 


motor 


G. |. Reaction 


What do the boys think about it? 
Well, the following excerpts from let- 
ters home are only a sprinkling of G. 
consensus: 

“Tl’m with General Patton’s army, 
so I guess you know what I’m doing,” 
a soldier wrote from France. “Last 
night I ate the fried chicken you 


_ 
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cooked, then sweated it out under my 
truck with artillery fire all around 
This is sure a funny war!” 

“They say not to eat when you'r 
scared,’ wrote a lad from Burma, “by 
today I ate fried chicken you cook 
while flat on my belly as the evening 
shells came in.” 

A sergeant hospitalized in e gland 
wrote he had opened one can 
chicken and decided to save the se 
ond “until the exact moment came 
along when I would enjoy it 
most.” He carried it in and out 
foxholes for two weeks, forgetting he 
had it on him in all the excitement; 
until one day when the boys made him 
promise to open it as soon 
accomplished their mission 

“Two days later | 
he wrote. “That in was ba 
enough, but I want to know 
my chief regret is that I left that car 
of chicken on the spot and I’m afraid 
my buddies wen’t respect my property 
rights.” 

“T feel this is one of the most in 
portant things a home economics ¢ 
partment can do these days,” sai 
Mrs. King, director of the Leisur 
House. “Despite the mad scram) 
that will ensue, I’m looking forwar 





: 

















as they had 
was wounded 
itself 
you 


to the next pre-Christmas season 
when the company plans to have 3 
much larger overseas canning cai 


paign.” 


na 








BRICKLAYER TURNS APPLIANCE 
SALESMAN—If you took a look at dap: 
per D. D. Soderberg of Westinghouse 
Supply in Wichita, Kansas, you would 
find it hard to believe that he ever we 
able to snap a brick in two with one flict 
of the wrist. 

Yet laying brick was a job he learned 
while a young fellew and today when tall 
about housing comes up he is an office 
authority because he has actually put 
up a lot of homes. He doesn't see much 
of a post-war market for all-electric kitch 
ens in the cheaper homes. Of some 
5,000 homes put up around Wichita, he 
says that less than a hundred had electric 
kitchen equipment. The others had only 
sinks, cabinets and water heaters. "A me" 
wanting a low priced home is easiest t 
sell if this equipment is left out and he ‘ 
shown space where it may be added 
later." Mr. Soderberg thinks that the 
desire to own a home and the desire 
own appliances are two different wishes 
and in each case the low income indivi 
vidual has a fear of biting off more ther 
he can chew. 








ELEC 














Stewart-Warner 











is one of the few 
Imanufacturers who have remained 


in business from 


the start-—with a | 
record of 21 STEWART- 

uve YEarS Of unbroken N E R 
Ss radio receiver i 
kes production! 


omg CHICAGO 14, ILLINOIS 
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EVERHOT 















































If you could see the new 
Everhot Roaster now readied 
for post-war production you 
would have another good 
reason for wishing the war 
were over. 


The Swartzbaugh Mfg. Company 


Established 1884 Toledo 6, Ohio 


ROASTERS..HEATERS.. APPLIANCES 
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such a trade-in motor or generator, if 
it is repairable, to the manufacturer or 
some other supplier who will repair 
it or have it repaired within a reason- 
able time, and get one in exchange 
without an AA-5 or higher rating. 
The manufacturer or other supplier 
who is asked to deliver a new item to 
a dealer in exchange for a used one is 
responsible for determining if the 
traded-in item is repairable.” 


Refrigeration and Air Conditioning 


Special circumstances under which 
commercial refrigeration and air con- 
ditioning service shops may use AA-1, 
AA-2, or AA-5 ratings to purchase 
items that need and permit a rating, 
are explained in Order P-126. Addi- 
tional rules as to the types of repairs 
which may be made are stated in Order 
L-38. Note that List B of Priorities 
Regulation 3 restricts deliveries of this 
equipment except when made in ac- 
cordance with L-38. With respect to 
repair materials for domestic mechan- 
ical refrigerators, refer to CMP Regu- 
lation 9A, although repair materials 
for commercial refrigeration and air- 
conditioning may also be bought under 
CMP Regulation 9A. 


Solder 


For the various kinds of solder, the 
percentage of tin content by weight, 
that may be purchased on certification 
for the maintenance and repair of re- 
frigeration equipment, radio and radar 
equipment, electric motors and gener- 
ators, and electrical appliances and 
equipment, refer to Schedule II of 
Order M-43. 


Radio Repair Parts 


“MR” radio tubes, which are usually 
the only kind available for civilian re- 
pair and replacement purposes, are at 
present on a voluntary allocation basis 
from manufacturers to wholesalers to 
dealers or repair shops, and preference 
ratings on orders for the domestic 
market are not necessary under WPB 
Order L-265, which governs the distri- 
bution of radio tubes and repair parts. 
Radio repair shops should become par- 
ticularly familiar with this order be- 
cause of the certifications it requires 
them to use when ordering tubes and 
parts, and the restrictions it puts on 
their use. The rating assigned by 
CMP-9A may not be used for certain 
radio repair parts which are listed in 
the order. 


Repair Parts and Materials in General 


No rating should be needed or used 
for most repair parts, as these are 
usually on a voluntary allocation basis 
from manufacturers to wholesalers to 
dealers and repair shops. 

If a repair shop needs to obtain 
other-than-controlled materials or 
other items or products that need and 
permit a rating, it should consult CMP 
Regulation 9A regarding the use of an 
AA-3 rating for civilian repair mate- 
rials; and the way to be assigned an 
AA-2 rating for industrial repair 
materials. 
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The items on List B of Priorities 
Regulation No. 3 may not be obtained 
with blanket MRO ratings, such as the 
ratings given by CMP Reg. 5 and 
CMP Reg. 5A. CMP Regulation 9A 


also states that its ratings may not be 


used to purchase any of those List B 
items; and, in addition, lists certain 
civilian radio items and paint that may 
not be purchased with the file Form 
WPB-541, (formerly PD-1A,) with 
the nearest field office, or whatever 
special form the field office requests, 

Repairmen and electricians should 
note that there are certain kinds of 
work they may not do with materials 
purchased under CMP Regulation 9A, 
such as supplying new connecting or 
extension cords; the addition of wiring 
in homes or buildings that is not 
strictly maintenance or repair; and the 
conversion of a vase or other object 
into a lamp. 

Due to the needs of our armed serv- 
ices, some repair parts and some kinds 
of materials are bound to be scarce 
and hard to obtain. In such cases, two 
possible remedies are suggested. First, 
repair shops should keep in close touch 
with their principal sources of supply. 
Second, they may find it advantageous 
to do some shopping around among 
various supply sources. 


Use of Customers’ Ratings 


There are two WPB regulations 
which should be known by firms doing 
maintenance and repair work—partic- 
ularly contracting, such as building, 
electrical, heating and _ ventilating, 
plumbing, sheet metal, etc. These are 
CMP Regulation 5 and CMP Regula- 
tion 5A, which provides priorities as- 
sistance for many repairmen’s cus- 
tomers to obtain material for the cus- 
tomers maintenance, repair and operat- 
ing supplies. Sometimes the con- 
tractor can use these methods on his 
customer’s behalf. 

Many firms and businesses listed in 
these regulations are assigned MRO 
allotment symbols to purchase con- 
trolled materials, and also AA-1, AA- 
2, or AA-3 ratings to purchase other 
materials or products that need a rat- 
ing. These are only for the upkeep of 
their own facilities—not for use a 
production materials in making things 
for others—and certain quantity re 
strictions are prescribed. 


BASIC 


BASIC 


Firms not listed in the regulations 


are assigned a rating of AA-5 for 
maintenance, repair and operating sup- 
plies, but must apply on a WPB-54! 


(PD-1A) application for the right tom 


use the MRO allotment symbol to put- 
chase any form of controlled material 
for maintenance and repair of theif 
own plants. 

Contractors and repair shops doing 
maintenance and repair work for any 
of these firms usually have the privi- 
lege of using their customer’s allot- 


ment symbol and preference rating toms 


obtain the materials needed for the 
work as specified in paragraphs (g-1) 
of CMP Regulation 5 and (h) (2) of 
CMP Regulation 5A, but may prefer 
(Continued on page 84) 
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The 104 000000 


Cd 


Q. What appliances will open brand new markets ? 
A. Those providing comfort all year ‘round. 


n the postwar building program 
there will be a tremendous new demand 
and a steadily growing market for evapo- 
rative air coolers, forced air heating and 
ventilating appliances that will provide 
comfort all year ‘round — at home and 
work. 

Distributors and dealers who handle 
the UTILITY line will have a complete 
range of proven appliances, for profitable 
sales all through the year. Now is a good 
time to investigate the market possibilities 
of UTILITY equipment, when it again be- 


comes available for civilian distribution. 


TILIT 
Y ppleance 


Fan Corporation 


Los Angeles Ni, Calif. 


Formerly Utility 


4g5i S. Alameda St-, 
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to operate under CMP Regulation 9A. 

To avoid misunderstanding of the 
terms “maintenance” and “repair” the 
definitions given in CMP Regulation 
5 are given here. These definitions 
apply in all cases except where an 
individual order contains a_ special 
definition : 

“Maintenance” means the minimum 
upkeep necessary to continue a facility 
in sound working condition, and “re- 
pair” means the restoration of a facil- 
ity to sound working condition, when 
the same has been rendered unsafe or 
unfit for service by wear and tear, 
damage, failure of parts or the like: 
Provided. That neither maintenance 
nor repair shall include the improve- 
ment of any plant, facility or equip- 
ment, by replacing material which is 
still usuable, with material of a better 
kind, quality or design, except as pro- 
vided in paragraph (b) (3) of this 
regulation.” 

All of this means that contractors 
and repair shops, before obtaining the 
needed materials for a maintenance or 
repair job, should check CMP Regu- 
lations 5 and 5A to see if the work they 
are going to do is for a business listed 
in either of them. If so, it may be to 
their advantage to use their customer’s 
MRO allotment symbol, where per- 
mitted, and preference rating instead 
of CMP Regulation 9A, because of the 
different restrictions on the quantities 
of material that may be purchased, and 
sometimes a difference in the rating. 
The latter regulation is more helpful 
for civilian maintenance and repair 
work, and relatively small jobs for 
such businesses as stores, hotels, apart- 
ment buildings, theaters, restaurants, 
etc. 

A judicious use of these three regu- 
lations (CMP 5, 5A and 9A) gives 
contractor and repair shops a very 
convenient and flexible combination. 


Construction 


Construction, controlled by WPB 
Order L-41, “includes putting up or 
iltering any sort of a structure, includ- 
ing a building, road, bridge, dam, 
sewer, and similar jobs; also the in- 
stalling of equipment and fixtures.” 
For explanation of last-named point, 
see Interpretation 9 of L-41. Certain 
special kinds or limited amounts of 
construction are exempted, including a 
limited amount of construction each 
year (see paragraph (c) of L-41) and 
maintenance and repair (paragraph 
(d) (1) of L-41). Other kinds re- 
quire special WPB approval for each 
job. 

The order contains a table showing 
the kind of application to be filed, and 
the place of filing for authorization or 
priority assistance for various kinds 
of construction jobs. 

According to the current Order 
L-41, special WPB approval is not 
necessary for maintenance and repair 
work ; that is, “work necessary to keep 
a building or structure in sound work- 
ing condition or fix it when it has be- 
come unsafe or unfit for service be- 
cause of wear and tear, also the mini- 
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mum work necessary to prevent more 
damage to a building or structure (or 
its contents) which has been damaged 
by fire, flood, tornado, earthquake, acts 
of war, or the like.” The procedure 
for obtaining materials and equipment 
for maintenance and repair work have 
already been described. 

L-41 further states that structural 
alterations, or the completion of un. 
finished parts or buildings are not 
considered maintenance and_ repair, 
Rebuilding or restoring after damage 
caused by fire, flood, tornado, earth 
quake, acts of war, or the like, is not 
generally permitted under D-41 « 
maintenance and repair which is 
limited to repairs made necessary by 
wear and tear. It should be noted that 
this differs from the provisions oj 
CMP 9A. In such a case even though 
materials my be obtained under CMP 
9A, permission to do the construction 
is still required under L-41. 

A repairman may use up to $25 
worth of material purchased under 
CMP Regulation 9A to install any unit 
of cooking, plumbing, heating or used 
air-conditioning or refrigeration equip- 
ment, according to Direction 2 of 
CMP Regulation 9A, issued February 
26, 1944. Permission may have to be 
obtained by the owner of the building 
under L-41 if he cannot have the jot 
done under his annual allowance for 
minor jobs. 


Tools and Special Equipment 


CMP Regulation 9A _ provides for 
the purchase of materials and items 
needed by repair shops for their main 
tenance and repair work for others 
and, incidentally, for the maintenance: 
and repair of their own shops. The 
capital equipment of shops, including 
special tools, is obtainable in other 
ways. 

Repair shops not listed in CMP 
Regulation 5 are assigned an AA- 
preference rating by that regulation 
which may be used in accordance wit! 
the regulation to purchase those tool: 
and equipment 

Electrical and mechanical _ repai! 
shops for industrial, commercial and 
agricultural equipment; and _ public 
industrial and commercial transpor- 
tation equipment are listed in CMP 
Regulation 5 and assigned an AA-! 
rating and an allotment symbol for 
this purpose 

In both of the above cases, the form 
of certification prescribed in paragraph 
(d) (3) should be included in the 
purchase orders. 

Shops servicing commercial and in- 
dustrial refrigeration or air condition- 
ing equipment should consult Order 
P-126 about buying necessary service 
tools. 

Employees of a person who has been 
assigned a rating of AA-2X or higher 
for maintenance, repair and operating 
supplies, who want to purchase hand 
tools, gages, tool boxes and certain 
safety items which the employer re- 
quires the employees to have for ex- 
clusive use in his business should refer 
to Direction 4 to PR-3. 
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WHIRLPOOL 7 


IS A HOLIDAY . . 


For millions of homes, Whirlpool offers 
the promise of happier washdays ahead. 
There's a Whirlpool home laundry unit to 
fit every family's needs ..a limitless market 
on both original and replacement sales. 





Conventional Washers and Ironers 


With beauty and mechanical soundness... 
produced in large volume . . . at low cost 

. Whirlpool washers and ironers give 
maximum value. 


An Automatic Washer 


The new Whirl-o-matic, completely auto- | Aine 
matic washer, is the last word in washday 
comfort. It soaps... washes...rinses... 


damp dries . ... with a single setting of 


the dial. 
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@ Vital factors in the speed and quality of Horton Py 


war production are precision tools. We che« es 
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washer nd ironers in all Horton history 
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FORT WAYNE, INDIANA 
MAKERS OF AMERICA'S FIRST AND FINEST WASHERS FOR 73 YEARS 
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‘Guinea Pig’ Farm 
Electrified in 
Savings Cost Test 
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Water Carrying Task 
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the task of water carrying 
the farm. These studies show that 
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SELLS THIS IMPORTANT STORY 





“Buy Your New Radio - wet) = M anon 
from Your Radio Dealer. 
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Every Meck consumer advertisement is telling one 


story — Buy Your New Radio from Your Radio Dealer 


| = 24h Rasiig 
Frankly, it has taken a lot of “fortitude” to start this cil Fa uf, 
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program at this time . . . but it already show Maas —_ JOM ase, Par AY 
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JOHN MECK INDUSTRIES, Ine., PLYMOUTH, INDIANA, U.S.A. 
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“PERFECTION IS A MATTER OF TRIFLES, BUT PERFECTION 1S NO TRIFLE” "Guinea Pig" Farm 
..» Michelangelo Electrified in 
Savings Cost Test 


160-acre dairy farm in Trumbu!! 
Every Horton tool Eee Ga i setoeaae 
transformation from a non-electric op 
erated unit to one serviced by elec- 
. a “ se tricity in an effort to obtain a detailed 
IR ] cost and production picture of the use 
ls ept fit for aS JO b e of electricity on a small farm. The proj- 
ect is sponsored by Ohio Public Serv- 
ice and the Westinghouse Electric & 
Manufacturing Company. Fhe Doane 
Agricultural Service, of St. Louis, Mo., 
one of the country’s leading farm man- 
agement concerns, is analyzing results 
on a farm management basis. Norman 
Wagy, of the power company, is mak- 
ing the time and motion studies of all 
farm work before and after application 
of electricity. 


Income Paying Costs 


Joseph Motz, operator of the Trum 
bull County farm, is paying all power 
and equipment costs out of his income 
While Mr. Motz did not expect the ac- 
tivity to show a profit on his use of 
electricity until units such as the deep 
well pump were installed, it did—and 
within the first two months of his 
service. 

The use of a one-third horsepower 
electric motor is not only saving Mr. 
Motz time but money as well, accord- 
ing to the Doane report, submitted to 
W. D. Hemker, supervisor of the West- 
inghouse Rural Electrification Divi- 
sion. 

The report shows that sharpening 
of a mower-sickle on the farm saves 
him 18 hours during the haying season, 
plus $7.96, his cost for sharpening the 
mower-sickle at a blacksmith’s. 

Mr. Hemker cited savings credited 
to electricity of $17.57 by doing farm 
tasks with electricity, which, after the 
electrical bill of $10.92 was paid, left a 
net operating profit of $6.65. This 
profit was realized although Mr. Motz 
used only 46 percent of the power al- 
lowed by the minimum bill. The profit 
should be greater when the farm gets 
the benefits of increased use of energy 
The Doane agency credited to the Motz 
farm the labor saved through the use 
of power at $.25 per hour. 

“The farmer realizes that his labor 

@ Vital factors in the speed and quality of Horton | ti and that of his family is worth money,” 
j : Horton has been awarded: Mr. Hemker said, “just as much as if 


war production are precision tools. We check “a es ae heme teey © he were paid by the hour instead of by 


oie $8, F The Army Air F ” 
them constantly to maintain their accuracy. The 2 * Quality Rating eer Ge 


with full responsi- 
bility for detailed 
. ae es > Water Carrying Task 
: 5 don . The National Secu- 
is corrected by experts. When peace comes, tools + 4, * ie rity Certificate The benefits to the Motz farm when 
that are kept fit for their job will also play a : : the deep well pump is installed can be 
Z readily appreciated when one reviews 
the time and motion studies Mr. Wagy 
washers and ironers in all Horton history. made on the task of water carrying on 
the farm. These studies show that the 
For information on the advantages of family annually carried 10.76 tons of 
a ah drinking water into the house and cov- 
dealer participation in Horton’s postwar adver- ered a distance of 49.21 miles to ac- 
complish this task. Water for the dairy 
cattle involved carrying 125 tons of 
water and 175 man-hours during the 
five-month period the cattle are wat- 
ered in the barn. 
FORT WAYNE, INDIANA With the installation of the deep well 
MAKERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 73 YEARS | pump, Mr. Motz will save the equi- 
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It Works Fine... When 
The Wind Is Right 


This fantastic home freezing unit is our way of point- 
ing out that electric motor production must keep pace 
with increased appliance production when industry 
gets the go-ahead. If any manufacturers or dealers 
have had nightmares about resorting to windmill 
drives in anticipation of a motor shortage, Delco 
Products hereby relieves their fears: 


Production of Delco motors for postwar appliances 
will be adequate to meet all needs. Delco Products’ 
manufacturing facilities, grown large in the service 
of the appliance industry, will be further expanded 
to meet stepped-up demands. Plans are already com- 
pleted for additional floor space, new assembly lines 
and highly efficient material-handling equipment. 
Backed by Delco Products’ broad engineering experi- 
ence, Delco motors and hermetic units will provide 
quiet, dependable performance on leading makes of 
refrigeration equipment, washers, ironers, stokers, oil 
burners, air conditioners and other home products. 


Right now, though, our assignment continues to be 
the production of special aircraft motors and electrical 
equipment for the armed forces. Delco Products 
Division, General Motors Corporation, Dayton, Ohio. 
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War Bonds Are Fighting Dollars 
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Training Veterans for Business 





erans resent going to school with 
“bobbie soxers” and “jitter bugs,” 
hence the separate institution. Ac- 


cording to the information I have re- 
ceived the educational system of the 
State of New York is planning a 
number of institutes for the above high 
school training. But only a few of 
the educators realize the immensity 
of the subject or the advantages of 
training veterans and others for small 
business. 


Magnitude of Task 


Lets not minimize the magnitude 
of the job. If we are to provide prac- 
tical business training for hundreds of 
thousands, perhaps millions of. vete- 
rans and war workers we could use 
all of the superlative adjectives com- 
monly used by the motion picture in- 
dustry and we wouldn’t be overempha- 
sizing the enormity of the task. If we 
combine all the available colleges, uni- 
versities, junior colleges and institutes 
they do not begin to have sufficient fa- 
cilities, staffs or funds to handle the 
potential enrollment. It will probably 
take a year to work out the courses, 
arrange the facilities and train the in- 
structors. Additional funds will have 
to be made available and these funds 
must move from government down 
thru the regular channels to the col- 
leges, etc. There is a possibility that 
certain training camps now occupied 
by the armed forces and adjacent to 
various seats of learning might be con- 
verted into Business Institutes run by 
the neighboring college but it will take 
time to rearrange classes and sched- 
ules so that the staff can carry on their 
regular college work without inter- 
ruption or interference and also take 
on this additional training and super- 
vision. This much seems certain: If 
the GI’s demand these courses they 
will be provided. 

Right here we run into another tre- 
mendous problem and task. Will the 
GI’s want this training? How many 
should the institutes prepare to train, 
one thousand, ten thousand, one hun- 
dred thousand or one million? This 
has to be established to some reason- 
able degree of accuracy before they 
can make any definite plans and this 
is a job that industry must do and 
should do immediately. The Veterans 
Administration is prohibited by law 
from suggesting that certain courses 
of training should be established or 
suggesting to the veterans that they 
take such courses if they are provided. 
They may only advise the veteran 
when and if he asks for advice. 
Those I.talked to in this administra- 
tion were enthusiastic about such a 
training program but their hands are 
tied, so it’s up to industry to sell this 
idea to the veterans. 

How can this be done? By ac- 
quainting the fathers, mothers, wives 
and sweethearts with the whole story. 
They probably know better than any- 
one else what the boys and girls are 
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thinking about post-war. If they 
don’t they are in a better position to 
find out and encourage them to take 
such a course if it coincides with their 
idea of what is needed postwar. So 
this is a selling job to do here. [t's 
industry’s job and it should be 
now. 


done 


No Substitute for College 


Let me state very emphatically that 
I am not proposing this training as a 
substitute for a college education 
Those who have the credits and ability 
should be urged to complete a regular 
college education but not all of the 
millions who are going to get caught 
in this lag are going to be able, willing 
or have the ability and the colleges 
and universities couldn’t begin to ac- 
commodate them anyway. We can train 
people to teach a practical, short term 
business course in a short time, par- 
ticularly with industry supplying some 
of the talent, but it would be quite a 
different story to train them to teach 
college courses. This is an emer- 
gency and should be treated 
but it is also an unusual opportunity 

My son expects to return to college 
to get his degree. If he should change 
his mind I would do everything in my 
power to encourage him to return and 
complete his course. I definitely be 
lieve in higher education and I have 
no fear that this emergency training 
would in any way adversely affect it 
Right now in industry there are 
many workers who in experience are 
merely apprentices but who have heen 
upgraded to experts. When we re- 
turn to normalcy postwar, only the 
actual experts will retain their rating 
The others will be shaken down to 
where they actually belong. So it will 
be with higher education, when this 
emergency is over. Those with am- 
bition and ability will go to colleges 
in increasing numbers, but it is to 
be hoped that there will also be many 
more high school graduates who will 
go to junior colleges and institutes in- 
stead of stopping their education with 
a high school diploma, for there are 
five times as many jobs requiring 
preparation on the junior college or 
institute level only, as on the senior 
college level. Training and skill not 
easily acquired on the job are essential 
to fill the ever-increasing number of 
semi-professional jobs. 


as such 


The Price of Failure 


If I thought that in five or six years 
I could look forward to being able 
to secure an entire sales force with 
junior: college or institute certificates 
in practical business, I would feel that 
we are well on our way to solving our 
postwar selling problems. Unless and 
until we can elevate selling to a semi- 
professional standing we won’t be able 
to attract many persons with excep- 
tional ability into this field. 

(Continued on page 9) 
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wi "Imagine! She's First in Line 
4) for a NEW BENDIX!" 


e D’ye ever before hear of a woman being envied because she was first 
in line for the privilege of buying an electric ‘“‘washer’’? 

No, you never did! Not in all the history of washing machines! 
But it’s true now! 

Thousands of women are congratulating themselves—and being 
envied and looked-up-to— because they’ve registered their desire for 
one of the first new Bendix Automatic Home Laundrys available. 

They even consider themselves lucky to be one of the first half 
million! And why not? 

They'll get the only completely home-tested and proved “auto- 
matic’’—that washes, rinses and damp-dries at the click of a switch. 

The only “automatic” that’s hailed and championed by three hun- 
dred thousand enthusiastic owners. 

The only “‘automatic’’ that’s proved and acclaimed by eight years 
of satisfying owner-experience. 

And they'll get it as quickly as they could obtain a second choice 

) which might be less satisfying. 

+ That’s why the dealer who had the gumption to see through his 
buyers’ eyes—has been quick to identify himself as the merchant 
who'll sell the one-and-only Bendix Automatic Home Laundry. 


BENDIX--~Home Laundry 


Bendix Home Appliances, Inc., South Bend, Indiana...Pioneers and Perfectors of the Automatic “Washer” 
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It is pertinent to look into what 
| might happen if we don’t seize this 


opportunity, Many veterans will be 
| without jobs for a period of time 
| which will probably be a year and 
might be two years or more. They 


will become restless. We know what 
happened after the last war, the bonus 


march, the discontent which made 
radicals of many who would have 
otherwise become solid citizens. With 


sufficient pressure from restless vet- 
erans, the government might guaran- 
tee the entire loan. If we loaned one 
million veterans $2,000 each, that’s 
two billion dollars. Moreover, they 
are now guaranteed a profit of $100 
per month during the first year they 
operate a self employed business. The 
United States Department of Com- 
merce states that studies show that 
approximately 50 percent of all small 
enterprises fail during the first three 
years. Without experience or train- 
ing this number could be greater. We 
could pay out nearly two billion dol- 
lars a year to produce failures. 


Government Controls 


I welcome sound competition but I 
itate to go forward with my 
under such circum- 
r I would be afraid of this 
kind of competition. That number of 
failures, would 
likely upset our economy and keep 
things in a‘turmoil of uncertainty. 
there is the possibility of 
ore governmental control instead of 
less. Our system of free enterprise 
might disappear. Can we afford to 
take these chances when the corrective 
measures are so obvious? Let’s look 
hack to 1929. Some say we suffered 
from over production but isn’t there a 
possibility that we suffered more from 
under-consumption which _ resulted 
from under-selling ? 

Some have suggested that indus- 
try should do the whole job—convert 
surplus war factories into institutes 
and conduct them. Others have sug- 
gested that government should do the 
job by simply turning the camps into 
institutes. There will be a certain 
percentage of the trainees who will 
not be able to make the grade regard- 
less of who does the job. If industry 
did it alone it would be obligated 
to secure a job for everyone it 
trained. The ones who failed to get 
jobs would become dissenters, they 
would hold industry responsible for 
their failure. If the government at- 
tempted the job it would be holding 
the boys in service, restricting their 
freedom, There are other objections 
to both, almost too numerous to men- 
tion. This, I believe, is strictly a job 
for our educators with industry co- 
operating in every way possible, 


would hes 


postwar plans 


stances f 


that staggering loss 


Then 


Services Can't Hold Them 
| Some will undoubtedly try to an- 
swer this problem with the statement 


that the government will solve it by 


MAY, 


Training Veterans for Business 


CONTINUED FROM PAGE 88 





holding the men in the armed forces 
after the war is over and only release 
them as jobs are available. I don’t 
think this is practical, fair or even 
possible. We are supposed to be 
fighting this war for freedom. Ask 
any G.I. what he wants most and 8 
percent will answer, “To get the hell 
out of the Army, Navy, or Marines 
and go home.” Ask mothers, fathers, 
wives, sweethearts, sons and daugh- 
ters this question and their answer is 
always the same—to have their loved 
ones home from the war. 

I believe that I am an average 
American and father. I can not pos- 
sibly conceive of any thing which 
could turn me so completely and vio- 
lently against my government as for 
them to hold my son in the armed 
forces after the war is over against 
his will for economic reasons, for | 
would far rather go through the worst 
imaginable depression with my son 
home than to have prosperity by hold- 
ing him in the armed forces. If we 
are forced to make a choice between 
an economic depression and a depres- 
sion of the heart and soul, there can 
only be one choice. I don’t like alarm- 
ists. I don’t want to be one, but | 
think we would be courting moral and 
physical disaster, both within the 
armed forces and on the home front, 
if we attempt such measures. Fur- 
thermore, I don’t believe it would be 
possible to accomplish this action by 
attempting to disguise the reasons. It 
will be as difficult to find something 
for these eight million boys to do in 
the armed forces after the war as it 
will be in our civilian economy. 


A Word to the G.lI.'s 


Right here let me say to the G.L’s 
that this is your chance to help solve 
all these problems by demanding mass 
training for post-war occupations and 
then voluntarily taking this training 
for as long as you are qualified or 
until you can find an opening where 
you have a reasonable chance to suc- 
ceed. Don’t force the issue and over- 
crowd the labor market, No good can 
possibly be gained from such action. 
Train yourself so your ability 
and knowledge are above the average 
and the job or opportunity will come 
to you and your chances for success 
will be immeasurably improved. 

In final analysis, what we do will 
be dependent upon what YOU think 
of this problem. Is it just a vexing 
problem or is it an opportunity which 
we should grasp and develop with 
every available ability and all possible 
speed? In my opinion, this isn’t the 
chance in a life-time, —it’s the great- 
est opportunity in our entire Ameri- 
can history to preserve the hopes and 
desires which lie close to the heart 
of every American. If we don’t grasp 
this opportunity now we’re missing 
the boat to the land of golden oppor- 
tunity. The boat is about to sail. !t 
will only make one trip, so we h 
better get aboard—but fast. 
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aches The Avenger Torpedo Bomber is playing a vital role in Heating Pads each month. . . pads that include such 
fied or the successful operations of our naval task forces. patented features as 3 FIXED HEATS with 4 Safety Con- 
vee Samson United is proud to be building a very important trols on each heat. 
. over part of this plane—the highly complicated power Turret. As soon as Uncle Sam gives the green light to volume 
od can In so doing, Samson has not only met the strict specifi- peacetime manufacture, SAMSON patented-method 
— cations of a critical customer...the United Heating Pads will be produced in quantities 
Diode States Navy ... but for nearly three years has sufficient to meet the needs of those who look 
1 come reached or exceeded production quotas. to you for quality electrical appliances. And 
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i strip bearing the titles and band 
leader's name then pasted across the 
face of the box. \ bin built into the 
top of the counter holds these boxes 
it the proper angle for best visual 
lisplay Self-service customers find 
if ensv to slip single records out of 
the hoxes Altogether, these 24 
lance hits cover about half the counter 
surface. On the other half, there are 
many more records, offered under such 
general headings as “Rumbas-Congas” 
aml “Waltzes-Polkas”. Various num- 
bers of rumbas and congas, for ex- 
ample, thus are stacked together, 
openly and about at the same angle as 
the boxed discs, in bins which run the 
width of the counter. Customers sort 
through them at will. 

Single dises also are offered on a 
self-selection basis at the center 
counter na compact metal rack—ob- 
tained through one of the record 
manutacturers—holding ten title strips 
and an adequate supply of each of 
these discs, stocked horizontally. There 
is sufficient room on a counter of this 
ive for several racks of this type w ith- 
out unduly overloading it 

On this same counter, as also on the 
third, near the cash register, customers 
find sheets listing all popular records 
concurrently available in store stocks. 
These sheets, taped to the counter, 
draw the attention of a surprisingly 
high percentage of shoppers. Few fail 
to check carefully through these lists 
vhile waiting for service. Also taped 
m these two counters are the latest 
copies of “Disc Hits”, issued bi- 
weekly, which reports the popularity 
standing, based on polls, of the top 
selling numbers. 


Will Use Basement 


These same various selling aids will 
be used on the counters fronting the 


couple of revolving floor racks, prob- 


® 
| main stock shelves in the post-war lay- 
out. <A table or two, along with a 


ably will complete the department, so 


Adherence to the highest standards of con- | on Save ee See 


struction and design in the exclusive production of 


electric heating devices has gained for American 


Beauty the distinction it enjoys today. 


When unrestricted production is resumed, 


American Beauty Electric Hat Irons will again 


AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 


be made available for many of the better stores. 


| is Sirota’s present intention, however, 
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How Much Space Post-War for 
Radios and Records? 


FROM PAGE 36 


A view of one corner of the radio service shop in which the company now reports 
set repairs for the four outlets combined are running ten times heavier than in prewar. 
Earle Bernhardt, radio shop manager, hes been with Temple for many years. 
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to cut a stairway into the basen 
where he can create an inviting 
mosphere through comfortable furnis! 
ings to lure classical record seekers 
downstairs. Since the basement is 
50x 105 feet, he will have plenty 
space available for a specialized record 





section of this type. 

“People who want to listen to classi- 
cal recordings usually are in no hurr 
he explains “and T am confident 
will be only too happy to walk down- 
stairs to enjoy the quietness and 
roominess there. Naturally, I would 
install several large listening booths 
there. And in a set-up like tls, large 
wall and island racks displaying 
bums on a_ self-selection basis may 
prove ideal People who Tike 


browse don't care to be jostled 
Service Work Booming 


Temple's radio service now is boo 
ing. In number of sets repaired it 
running ten times the 1940 totals for 
the four outlets combined For eff 
creney reasons, the prewar set-up was 
overhauled. The branches turn their 
calls into headquarters at Rockville 
Centre where four inside shop men a1 
two outside men with trucks, under the 
direction of a service manager, | I 
all the work for the concern 

Sirota is satisfied to break ever 
this service, believing that tt will pay 
off strongly in the sales column in 
post-war. His main purpose current! 
is to maintain goodwill with his cu 
tomers and plug for his manufacturers 
so their names will stand as high in 
consumer regard in post-war as they 
did in prewar. As soon as new sets 
appear he intends to hit these repair 
customers hard for replacement sales 

The other Temple outlets are located 
in Hempstead, Freeport and Garden 
City. Another will be open in Lyn- 
brook this month. Advertising listing 
all stores, together, about 200,000 lines 
annually, is carried in a local news- 
paper with circulation throughout the 
township. 
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Our Factory Service Plans will open 
the way to future appliance sales 


In these days when new appliances are scarce or un- 
obtainable, it’s a big job for dealers to promptly service 
appliance motors. You tan take care of this job if you’re 
prepared to repair or replace inoperative motors quickly, 
economically, and expertly. And the good service that you 
render today will bring you customers for appliances when 
new appliances are again available. 


G-E Factory Service Plans enable you to make repairs 
and replacements on practically any G-E fractional- 
horsepower motor, regardless of the type or make of 
appliance on which the motor is used. And there’s no 
need for you to train repairmen. G.E. makes the repairs 
quickly and at reasonable cost—and you know your profit 
beforehand. You provide convenient, satisfactory service 
to your customers without doing 
the actual repair work. 


Your distributor has, or can 
get, complete details about these 
simple and profitable Plans. Ask 
him about them, today. Or just 

fill in and mail the handy coupon. 





FRACTIONAL-HP 


MOTORS 


Buy all the BONDS you can— 
and keep all you buy 


GENERAL @ ELECTRIC 
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KEY TO GOOD SERVICE TODAY and 


GOOD BUSINESS TOMORROW 





Here are the 3 Plans 
that will help you service 


G-E fractional-hp motors 
1. THE EXCHANGE PLAN 






Covers the most commonly used types 
of G-E fractional-horsepower motors. Makes 
possible immediate replacement, from G-E 
field stocks or from your own buffer stock. 
Replacement motors carry the G-E new- 
motor warranty, except for finish. 











2. SPECIAL REPAIR SERVICE PLAN 





Provides for factory repair of semi- 
standard G-E fractional-hp motors not 
covered by the EXCHANGE PLAN, at 
established prices. Enables you to make 
quick, accurate, on-the-spot estimates. Re- 
paired motors carry the G-E new-motor 
warranty, except for finish. 





3. REGULAR REPAIR PLAN 


Covers fractional-hp motors not in- 
cluded in either of the other two plans, 
except extremely old or obsolete models. 
Inspection is made at the factory, and a cost 
estimate is submitted before work is 
started. These motors also carry the G-E 
new-motor warranty, except for finish. 
This plan rounds out this G-E service and 
enables you to handle repairs on practi- 
cally any G-E fractional-horsepower motor. 
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Here are five from a ser _ 
tric Ranges for Tomorrow.” sketched 
for Electromaster by George W. 
Walker, noted industrial designer. 
Probably not more than one—selected by 
dealers, home economists and utility officials 
in a nation-wide survey-—will reach produc- 
tion. Electromaster is planning carefully to 
give the postwar consumer exactly the range 
she wants. 









This we do know. Every Electromaster range 
will be up to the minute in construction, opera- 
tion, and cooking delight. Electromaster 
engineering has steadily kept pace with 
Electromaster product design. 


The prewar Electromaster Model (shown at 
right) had illuminated twin-unit oven, auto- == 
matic signal light for each unit, warming com- \ pret os * ~ 
partment, two spacious ball-bearing mounted €. na’ 
storage drawers, and 6-quart Vita-Miser 
cooker. Thousands of these ranges are provid- 
ing efficient, trouble-free service. 


In some territories dealerships are still 
available. 





MODEL 16-1 
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1803 EAST ATWATER STREET 


PAGE 94 









GS: 


DETROIT 31, MICHIGAN 


MAY, 











Grieder Carries on 
With Refrigerator Repairs 


bg can see that the photograph 
illustrating this article is that of 
Mrs. Ethel Grieder. She is another of 
the Molly Pitchers who have been 
holding the fort while their husbands 
were out pitching. 

C. D. Grieder (pronounced Gryder ) 
of 301 Soledad, San Antonio, is one of 
the leading General Electric dealers of 
that city. How he has survived and car- 
ried on during the war drouth of ap 
pliances makes his story one of a series 
that ELectricAL MERCHANDISING has 
been printing. 





Here is Mrs. C. D. Grieder. 
ing the fort for her husband in San 
Antonio, in another “momma and poppa”’ 
store. 


She is hold- 


First of all, he sublet his corner and 
kept only a small shop on the side 
street. He started his business in 1939, 
stepping out of the electric company to 
do so, and was going to town when the 
war came along. 

Repairs on refrigerators and re 
placements of new heads on the old 
monitor top have kept the Grieder 
business going during the war. 

“We are replacing around 30 GE 
heads a month, at around $100 apiece,” 


Mrs. Grieder told Evectricat Mer 
CHANDISING. “We have one service 
man.” 

Mr. Grieder is a Connecticut man 


who came down to San Antonio 22 
years ago and met in San Antonio 
Miss Ethel Hull of Naugatuck, Conn. 
Today they have four children and 
live on a 3-acre farm outside of town, 
where he kept some horses and has 100 
chickens. 

Plans of this retailer are to move 
on the outskirts of the downtown dis- 
trict after the war, with room enough 
for parking space. 


Classical Music Preferred 
in Magnavox Survey 


O-CALLED “popular” music is 

less popular than symphony and 
other classical and “light classic” 
music with a full two-thirds of the 
owners of Magnavox radio-phono- 
graphs, according to results of a poll 
just completed by The Magnavox C 
(Fort Wayne, Indiana), through its 
national agency—Maxon Inc., of Chi- 
cago. 
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Gales Features / 


91, Too, Can Have 


HERE IS ONE THAT DOES: Wecould 
go into a long-winded discussion of engineering reasons 
why the GILBERT plug is so good. But we won’t. The fact 
is that the simple, ingenious construction of this plug gives 
it two strong sales points to help sell appliances on which 


it is used. 


HERE THEY ARE: 1, this plug gives the 


greatest possible protection against cord failure caused by 
pulling the plug from a socket by tugging on the cord. Both 
conductor and insulation are securely wedged in place by 
the prongs — not just held by a drop of solder or a few 


strands of wire around a screw. 


_ * should there be a broken connection, repairs can be 
made in a few moments without tools. All that is needed is 
a knife — to prepare the wire — and a pin — to slip prongs 
from the plug’s cap. Then follow the simple instructions in 


the drawing below. 


Properly used, these can help sell appliances. The best part 
of the whole story is that these extra features need cost you 


nothing extra. 


ILBERT 


Hugs for You 
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Report Co-op Fund for 
Post-War Refrigeration 


At the annwal meeting of the 
National Cooperatives Inc., in Chicago 
recently it was reported that a fund 

$30,000 has been set up to carry 

preliminary designing and engi- 
neering work for a new post-war home 
refrigerator to be distributed under 
the Co-op label. The contract has been 
signed, it was said, with a private 
manufacturing firm for production of 
the refrigerator which is expected to 
have an 8 to 9 cu. ft. capacity, extra 
large ice-making facilities and frozen 
food storage space. 

Work is also being done to set up a 
ine of co-op radios, according to Otto 
A. Nurkkala, coordinator electrical 
and appliance division of National 
Cooperatives. 


Other Appliances Planned 


Other appliances which co-ops were 
said to be planning to market after the 
war include electric irons, washers, 
vacuum cleaners, electric water heat- 
ers, toasters and other table appli- 
ances. There was some co-op distribu- 
tion of appliances before the war and 
fficials say this will be resumed on a 
greatly increased scale. 

In other fields co-ops plan to dis- 
bute many items ranging from cig- 
arettes to farm machinery. 

Wallace Campbell of the league ad- 

tted that co-operatives were running 

to a stiff fight on the tax question 
Recently a law of that nature was 
shelved by the Kansas state legislature 
vhen 900 members of co-ops appeared 

buttonhole the representatives. 


Co-ops Using Radio Time 


o-ops, Mr. Campbell said, are most 
tive now 1 northern Minnesota 
Wisconsin, Michigan and North Da- 
ta, where co-op brands are promoted 
aily through quarter-hour radio pro- 
ams. Four radio stations in the Kan- 
as City area are also used. 

Regional ‘wholesale co-operative 
filiated with the national associatio1 
lid $152,523,298 worth of business 
with retail co-ops in 1944, as against 
$124,389,000 in 1943, and $48,338,000 
in 1939, 


500,000 Irons to be Produced 
In Second Quarter, WPB Estimates 


Suggests Separate Orders for Appliances Covered Under L-65 


Despite continuing tightness of 
materials and manpower, production 
of electric irons is expected to approxi- 
mate 500,000 in the second quarter of 
1945, War Production Board officials 
said at the recent meeting of the Do 
mestic Electric Appliance Industry 
Advisory Committee meeting. 

The 65 percent cut in the total 
amount of steel available for allotment 
to electric iron manufacturers in the 
second quarter, as compared with the 
first quarter, is not expected by WPB 
to affect second-quarter iron produc- 
tion, since many manufacturers have 
partially fabricated steel on hand. 
WPB allotted enough material for 
the production of more than 2,000,000 
electric irons in 1944, and more than 
half of this material is still available 


since manufacturers were unable to 
complete more than about 800,000 irons 
because of the tightness of the labor 
market in areas in which many of the 
principal manufacturers are located. 


Plastics Supply Limited 


WPB expects to allot sufficient 
aluminum and copper to augment the 
amounts held by manufacturers to 
permit production of the 500,000 irons 
in the second quarter. The supply of 
resistance wire also is expected to be 
adequate for this production, WPB 
officials said 

The supply of plastics is so limited 
that WPB expects to be able to make 
them available to iron manufacturers 
only for dial knobs. Committee mem- 
bers emphasized the need for plastics 








FRIGIDAIRE RECEIVES AD AWARD—Frigidaire won first prize in Division 6 
of the Third Annual Nation-wide Advertising Competition sponsored by Associ- 
ated Business Papers. They also won the honor award in the Merchandising 
Division. Above: James F. Pedder, advertising manager, Frigidaire, receives the 
Silver Plaque Honor Award from Kingsley L. Rice, president of ABP. Milton H. 
Schwartz, vice-president of Foote, Cone and Belding, Frigidaire’s advertising 
agency is looking on. 
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for this purpose, since a suitable sub- 
stitute has not yet been developed. 

In discussing possible substitutes 
for plastics for handles, committee 
members suggested the use of heat- 
treated, transparent glass, wood, and 
a molded substance derived from waste 
paper. 

To effect uniformity of usage as well 
as conservation of critical nickel, com- 
mittee members recommended that 
Limitation Order L-65-a be amended 
to permit use of nickel only for sole 
jlates, current-carrying parts (includ- 
ing contact points), and heat control 


mechanisms of electric irons 


2nd Quarter Authorizations 


Authorizations for the production of 
electric irons in the second quarter of 
1945 are expected to be issued to indi- 
vidual manufacturers within the near 
future, WPB representatives reported. 

To date, WPB said, eight iron 

inufacturers’ applications for pro- 
duction authorizations have been denied 
because permission to use manpower 
for iron production in their plants was 
withheld by the War Manpower Com- 
mission on the ground that manpower 
was needed for more critical produc- 
tion 

WPB proposes to segregate and 
place under a separate order each of 
the various types of electrical appli- 
ances now covered by L-65, officials 
reported. The proposed new orders 
are: L-65-b (food preparation equip- 
ment), L-65-c (commercial cooking 
equipment), L-65-d (resistance mate- 
rial), L-65-e (miscellaneous electri- 
cal devices, such as hair clippers and 
driers, electrified fly screens, and simi- 
lar equipment not classifiable under 
the other orders in the series), and 
L-65-f (domestic electric appliances). 
Control over electric iron production 
would continue to be exerted by L- 
65-a, WPB representatives said. The 
committee expressed approval of this 
proposal. 


Repairs and Replacements 


Committee members reported some 
difficulty in obtaining handles and 
switches for iron repair and replace- 
ment purposes. Other repair and re- 
placement parts are usually available 
in sufficient quantity to meet require- 
ments, they said. Committee members 
pointed out, however, that most manu- 
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Link-Belt 30-50 Ibs. per hour coal feed 
capacity, Bituminous Domestic Model 


Distributors, Jobbers and Dealers interested in adding a selling 
line to develop for post war business, to maintain competitive 
standing and increase profits, will find a lot of valuable informa- 
tion in this new Link-Belt Folder No. 2043, titled, “PROFIT POS- 
SIBILITIES WITH AUTOMATIC STOKERS"—a few paragraphs 


Link-Belt builds a com- = which are reproduced above. 


plete line of stokers from 


bituminous and anthracite A feature of this brochure is a story on the development of 
domestic units, through automatic stokers—"The First Million." Return the coupon 
commercial sizes, up to below for your copy. 


bitumirous stokers of 1200 
lbs. per hour coal feeds. 
Liteurature available. 
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LINK BELT COMPANY = Stoker Division, 2410 W. 18th St., Chicago 8, Ill. 











H Please send Folder No. 2043, "Profit Possibilities with Automatic Stokers”. 1880-E 
NAME FIRM 
ADDRESS — CITY STATE 
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facturers are not able to supply repair 
parts for irons that are more than 16 
or 20 years old because the dies needed 
to make them are no longer in exist 
ence. 

The committee recommended that 
WPB permit orders for hard-to-get 
repair parts to be up-rated, in cases 
of emergency, from an AA-3 to an 
AA-1 priority rating upon applica 
tion by iron manufacturers. 


Recent Regulation Changes 


Recent changes in WPB orders and 
regulations affecting iron manufac 
turers were outlined as follows: 

CMP Regulation 1 was amended 
January 25, 1945, to permit each manu 
facturer to carry over from one quar 
ter for production in the next quarter 
only 10 percent of the total produc- 
tion authorized to him in the preced- 
ing quarter. This is effective in the 
second quarter of 1945 with regard t 
production authorized for the first 
quarter, but not then completed. 

Applications from iron manufactur 
ers for production authorizations, filed 
with WPB in Washington on Form 
WPB-3700, if they cannot be granted 
in full under the electric iron program, 
may be sent directly by WPB to the 
agency’s field offices. In the field, the 
amount of production not authorized in 
Washington will be considered under 
the “spot authorization” procedure, as 
provided by Priorities Regulation 25 
amended February 21, 1945. Manv- 
facturers therefore will not need to 
file separate applications for “spot au 
thorizations.” 

As at the committee's previous meet 
ing, members urged that WPB permit 
manufacturers to place advance orders 
for materials, with an AA-3 priority 
rating, to enable them to shorten the 
gap between war and civilian produc- 
tion when war contracts are cut back 
WPB officials pointed out that this 
proposal has not been disregarded, 
but is being held in abeyance until war 
production requirements drop suffi- 
ciently to make such a plan feasible 


Propeller Fan Allocations 


Approximately 100 percent of the 
steel, aluminum and copper needed to 
make 25,000 propeller-type electric 
fans will be available in the second 
quarter of 1945 for allotment to manu- 
facturers, but allotments will be 
made only to the extent that manpower 
and facilities are available, representa- 
tives said at the recent meeting of the 
Domestic and Commercial Electric 
Fan Industry Advisory Committee 
Some curtailment of the supply of 
material, however, may be expected in 
the third quarter of 1945. 

No new electric fans will be avail- 
able for home or office use in 1945, 
officials emphasized. All the fans to 
be authorized for production under the 
approved quarterly program are 
needed for essential military, hospital 
and industrial purposes—72 percent of 
total 1944 authorized production went 
for direct military use, WPB repre 
sentatives reported. 


Refrigerator Stockpile 
Dwindles 


Less than 6 percent of the original 
1942 stockpile of unused mechani al 
refrigerators—or approximately 
000—remain on hand, WPB 
nounced recently. For that reason, 
spring and summer purchase certifi- 
cates for this appliance will be granted 
only for the most essential military 
and public health needs. 
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PROCTOR ELECTRIC COMPANY, DIVISION OF PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PENN. 
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30 MILLION PRE-WAR 


Westinghouse 


ELECTRIC HOME Oo APPLIANCES 


YOUR PROMISE OF STILL FINER ONES TO COME 
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HERE’S THE 


0 pporT UNITY 


Tirre's no question about the demand for domestic stokers. It’s 
tremendous! And the man who has the best stoker mechanically, 
backed by experienced sales and merchandising “know-how,” is 
certain to get plenty of business! 


b oTAT Ms 1-1-1) Mole) dite M gel 


The SMITHway Stoker franchise offers dealers a sure-fire op- 
portunity: a stoker so superior, so simplified, so well engineered 
by one of America’s foremost manufacturers, that it is the easiest- 
to-sell, easiest-to-install, and easiest-to-service stoker ever offered. 
It’s a stoker backed by an organization of thoroughly experienced 
stoker men whose records establish them as authorities in the field 
of stoker merchandising and selling. 


From hopper to retort you will find the SMITHway stoker 
loaded with the sort of advantages you have been looking for, 


advantages that speli OPPORTUNITY. 


Write for more information about this opportunity. Your terri- 
tory may still be open. 


\ A. O. Smith Corporation, Dept. E545 
Milwaukee 1, Wisconsin. 







Please send me the details that outline OPPOR- 
TUNITY for me with America’s Outstanding Stoker. 


Address 


City & State 


\ 
\ 
\ 
\ Name 
\ 
\ 
\ 


Buy an Extra War Bond This Month 


A.0. QMiTH Cérporation 


i. ~~ = 


NEW YORK 17 + PITTSBURGH 19 + CHICAGO 4 + TULSA 3 
HOUSTON 2 «+ DALLAS 1 + LOS ANGELES 14 «+ SEATTLE } 


remericas Outstanding Stoker 
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BENDIX HANDBOOK—tef# to right, W. F. Linville, director of districts, J. S. Sayre, 
president, and W. J. Daily, ad director, examining 12 new layouts by L. Morgan 
Yost for kitchen, kitchen-laundries, laundries and utility rooms which will be incor- 
porated into an architect's and builder's handbook for Bendix Home Appliances, Inc. 


Layouts were prepared in collaboration with Edwina Nolan, director and Grace 
Pennock, practical research director, Bendix Home Laundry Institute. 





Utility Merchandising Principles 
‘Outlined By Edison Institute 


| 





A list of suggested appliance mer- 
chandising principles for power com- 
panies’ sales and residential load build- 
ing activities was recently drawn up 
by the Edison Electric Institute, ac- 
cording to C. E. Greenwood, com- 
mercial director. 

In the past year, a committee of 
the Institute has been making an ex- 
tended investigation of the relation- 
ships of the utilities and retailers in 
the post-war period, and this accepted 
draft of trade policy is the result of 
its findings. All participants in the 
selling transactions of electric equip- 
ment were taken into consideration. 

Although peacetime sales plans of 
many of the utilities are still in the 
making, Mr. Greenwood said, early 
surveys show that a large percentage 
of the utilities that sold direct to 
consumers before the war will resume 
that practice in peacetime. 


Suggested Principles 


The suggested appliance merchandis- 
ing principles are as follows: 


1. SALES FRANCHISES—The merchan- 
dising policies of ut'lities should provide 
equal opportunities for dealers to sell 
any makes of appliances sold by utilities. 


2. SALES PRACTICES—Appliance sales 
should be made on the basis of fair and 
open competition, this being in the in- 
terest of the public, of appliance manu- 
facturers, and of all those engaged in 
the distribution of appliances at whole- 
sale or retail. 


3. QUALITY OF MERCHANDISING — 
Appliances offered for sale should be of 
a quality which will result in safe, de- 
pendable and efficient operation. 


4. APPLIANCE SERVICE—To assure a 
maximum of customer satisfaction, ade- 
quate maintenance service should be 
made available. 


5. SALES EMPHASIS — Electric utilities 
should plan their appliance sales opera- 
tions so as to encourage maximum volume 
by all outlets. Special emphasis should 
be placed on appliances and equipment 
not having adequate customer accept- 
ance, 


6. SPECIAL OFFERS—In planning spe- 
cial offers or sales inducements, the elec- 
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tric company should have in mind the 
importance of making it possible for re- 
tailers to join in, thus stimulating their 
merchandising activities. 


7. ADVERTISING—Advertising and dis- 
plays should, so far as is practicable, 
recognize and support the retailers. 


8. DEFERRED PAYMENT PLANS — De- 
ferred payment plans applicable to ap- 
pliances should be ically sound, 
and within the financing terms available 
to retailers. The merit of the appliance, 
rather than the terms of sale, should be 
the controlling buying motive. 


9. DEALER TRAINING — While training 
of retailer sales personnel is primarily 
the function of the retailer, wholesaler 
and manufacturer, utilities should con- 
sider offering basis sales training and 
information on appliance operating costs, 
on local installation policies and on com- 
petitive factors. 


10. COMPENSATION OF SALESMEN— 
In establishing compensation plans for 
salesmen, practices should be adopted 
which will lead to good will and under- 
standing between electric utilities, re- 
tailers and the public. 





Canada's Refrigerator 


Stockpile Reduced to 100 


Only 100 new electric refrigerators are 
left for the Canadian market, and these 
must be rationed to essential services, 
such as hospitals, it was learned at the 
sixth annual Refrigeration Education 
Conference in Montreal, attended by close 
to 500 members of the Interprovincial 
Association of Refrigeration Service 
Engineers Society recently. 

The main theme of the conference, as 
pointed out by E. G. McCracken, secretary 
of the Association, was the importance of 
maintaining present refrigeration equip- 
ment. Even essential services must show 
dire need in order to obtain one of the 
remaining refrigerators. Housewives, he 
emphasized, must take the best care of 
their refrigerators, and pointed out that 
the Canadian government had said that 
refrigerator replacement parts would 
become more difficult to obtain. 
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ae at Moe-Bridges Corporation, little 
thought has ever been given the word “Curfew.” 
Probably because it just never seemed to fit in- 
to the Moe-Bridges course of action. Since this 
company was first organized, much thought, 
tireless effort and endless hours have been de- 
voted to developing products of unusual appli- 
cation that have earned a permanent place in 
everyday commerce. Additional products will be 
added to our line when future operations permit. 
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Today at Moe-Bridges, action is just as great, 
machinery hums as continually, and lights are 
just as bright as when peak war production was 
first reached! There'll be no Curfew in present 
schedules until proper military officials say 
“Your job is completely finished.” After that, it 
will be our job to build the finest products and 
render the best service in Moe-Bridges history. 
In the duties of war and the business of peace, 
“There’s no Curfew at Moe-Bridges!” 
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THAT'S WH) 
AOULL CHOOSES 
/ THE DUCHESS! 


Too often, success in manufacturing one product leads 



































to allied products—to a complete line where the 
original product supports the “family”, to the detri- 
ment of dealer and distributor sales and profits. 


That's why APPLIANCE MANUFACTURING 
COMPANY specializes on washing machines only. 
The modern Duchess factory was designed and 
equipped solely for volume washer manufacture. 
Every piece of equipment and every workman has 
but one function—to build the best washers money 
can buy—at the lowest possible cost. In peacetime 
production, a crated Duchess Washer can be deliv- 
ered from the smooth-running assembly line every 


two minutes—day and night. 


It is easy to understand why Duchess specialization 
means manufacturing economies —better values — 


greater profits for you! 


There's still time to get full details of the Duchess 
Plan for your territory. Write—today—to APPLI- 
ANCE for the advantages only a washer specialist 


can offer you. 


We pledge that Duchess Washers 
will maintain high 
quality standards at 
competitive, and profit- 
able, prices. 




















* 


APPLIANCE MANUFACTURING CO. + ALLIANCE, OHIO 
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NEW YORK . BOSTON RADIO RELAY SYSTEM 


Amercan Teeprone ane Telegrapn Com reny 





PROPOSED A. T. & T. RELAY STATIONS—A. T. & T. Co. filed application recently 
with the FCC for authority to construct 7 relay stations between the terminals of 


the New York-Boston radio relay project, as indicated on above map. 


This is a 


step ahead in its trial of microwave radio transmission of long distance telephone 
messages and of sound and television programs, compared with transmission over 
the familiar wires and cables and the recently developed coaxial cable. 





Reminiscent of conditions which ex- 
isted at the end of World War I when 
sound broadcasting came into being as 
a revolutionary medium of progress, 


‘a new radio frequency spectrum opened 


by scientific developments in this war 
promises even greater advances, em- 
bodying the formation of vast new in- 
dustries and services for the American 
people, Dr. C. B. Jolliffe, vice-presi- 
dent in charge of RCA Laboratories, 
declared recently in an address before 
a joint meeting of the American In- 
stitute of Electrical Engineers and the 
Institute of Radio Engineers. 

“At the end of this world war we 
will have all of the conditions neces- 
sary for an explosive mixture,” Dr. 
Jolliffe said. “If the spark of public 
demand for new things is struck, we 
will be in on a much larger explosion 
than that which occurred with the 
start of sound broadcasting.” 


FCC Allocations 


Asserting that the impending allo- 
cation by the Federal Communications 
Commission of all frequencies from 10 
kilocycles to 30,000 megacycles will 
be “one of the important milestones in 
radio history,” Dr. Jolliffe said it will 
determine the future of many possible 
uses of radio, including applications of 
radio frequency power which do not 
require FCC allocations or authoriza- 
tion. 

Dr. Jolliffe, declaring that radio 
manufacturers are now able to build 
transmitters, receivers and antennas 
which “will give a very satisfactory 
television performance for the home,” 
emphasized the necessity of having 
definite frequency assignments and a 
well-organized system of distribution 
of programs. 

“With frequency allocations defi- 
nitely set, with program sources or- 
ganized, and with networks in opera- 
tion—in other words, with a system 
organized—this one industry can com- 
pletely revolutionize our way of life,” 
Dr. Jolliffe said. “It does not take 
much imagination to see this industry 
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$5-10 Billion Television 


Business Seen In Post-War 


as a possible five or even ien billion 
dollar enterprise, employing thousands 
of men, either directly or indirectly.” 

Expressing a desire to avoid coutro- 
versy as to the merits of whether tele- 
vision should be below 300 megacycles 
or above 500 megacycles, Dr. Jolliffe 
remarked that the question which 
needs to be answered is “whether we 
want television or not.” He said that 
if the public wants it, technically it 
can be produced below 300 megacycles 
He added that, on the other hand, if 
the belief prevails that the public does 
not want television “then let us hon- 
estly postpone its inauguration and not 
hide behind the probability of possible 
new developments.” 

Extensive field tests in-several large 
metropolitan areas have established 
the fact that “very satisfactory enter- 
tainment” can be provided by television 
broadcasting service using six mega- 
cycle channels and carrier frequencies 
below 300 megacycles. 

“Having obtained a television sys- 
tem with this degree of performance,” 
Dr. Jolliffe continued, “the television 
engineer is faced with the problem of 
determining the extent to which tele- 
vision images must be improved before 
the public will be conscious of the 
improvement and be willing to pay a 
higher ‘price for television receivers. 


New Television Services 


“What is the nature of the improve- 
ment which will be most acceptable to 
the television audience?” Dr. Jol- 
liffe asked. “Should some new broad- 
cast service be added, for example, the 
transmission of odors, good and bad? 
All of these additions may be desired 
by the public, but each improvement 
represents an increase in the cost of 
the receiving instrument and also re- 
quires an additional cost in terms of 
valuable space in the frequency spec- 
trum.” 

Dr. Jolliffe emphasized that as the 
television industry develops, engineers 
have the obligation to see that the 
public gets better and better service 
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What has been true in other industrieshas been true forus. The pressure 
of war emergencies has “steamed up” our thinking aithowr Pechniques, 
in laboratory and shop. Better door chimes thar ever have’been made 
by anyone will be a certain result. Their simple precision mechanism 
will be as dependable as a well made clock and comparatively foolproof. 
Their beauty will be the creative work of one of America’s most talented 
designer-stylists. And in tone quality alone, their soft, clear notes will 
be a challenge to leadership. 


And so we say again, “This is a time for patience, Mr. Buyer.”’ There 
are big things ahead for you and for us, if we will be sensible about 
what constitutes today’s true problems—and be patient with their 


Rittenhouse 


Cire Cite pr Doon 



















THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, N. Y. 


106 MAY 
















WASHER FREES WOMEN—Louis C. 
Upton, president of American Washer 
and lroner Manufacturers’ Association, 
and head of 1900 Corp., St. Joseph, 
Mo., told a radio audience recently on 
"Your America” program, that washers 
and other electrical appliances were 
largely responsible for the freedom 
women have today to participate in 
parent-teacher, women's clubs and other 
such activities. He also outlined briefly 
the beginnings of the washer. Mr. Up- 
ton is shown above going over his radio 
script with Lyle DeMoss, producer of 
"Your America", Union Pacific's salute 
to the nation's leading industries. 





and that the new developments which 
would be brought about by the stimu 
lation of use are integrated into an 
over-all system. 

“Engineers should not be satisfied 
that their television job is done,” Di 
Jolliffe asserted, “until they have made 
it possible to project in the home pic 
tures of adequate size in color, and 
also for anyone to attend—by tele 
vision—all major happenings wherever 
they occur, in the United States or 
in any other part of the world. These 
objectives may be accomplished in a 
few years, or many years may be re 
quired.” 


“Citizen's Radio” 


Dr. Jolliffe in his address foresaw 
the day when “citizens’ radio”—per 
sonal radio communication—will have 
a prominent role in our lives. He re 
called how the walkie-talkies and 
other portable radio apparatus have 
demonstrated their usefulness in the 
war, and reminded his listeners that 
the FCC has already planned frequen- 
cies for their peacetime counterparts. 

“Regulations for this service,” he 
said, “will be so simple that anyone 
can use the apparatus without restric- 
tion; only simple licenses will be re- 
quired. A farmer’s wife can talk to 
her husband while he is riding his trac 
tor; a construction superintendent on 
a skyscraper can give direction to his 
workers; a doctor can keep in touch 
with his office. These are examples— 
the possible uses are as extensive as 
the human mind can imagine.” 


Meck Moves Chicago Office 


John Meck Industries, Inc., radio and 
electronic manufacturers of Plymouth 
Ind., announced that their Chicago ex- 
pediting office is now located at 35 East 
Wacker Drive under the direction of Fred 
Arnold. At the end of the war, this 
office will become the Chicago sales offic 
and showroom. 
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lt will pay you 
TO SIGN ON THE 


Yes, Mr. Radio Merchant, for an initial investment of 
only three cents (for the postage stamp), the way is laid 
open for you to reap handsome future dividends—post- 
war and after—through the matchless opportunities 


provided by the Temple Dealer Franchise. Let us tell 


FM...TELEVISION... 


RADIO -PHONO’ COMBINATIONS 
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“DOTTED” LINE! 


you the far-sighted Temple story of assured Profits, of 
selected, protected Dealerships, of the vital engineering, 
manufacturing aid delivery advantages which YOU, as 
a Temple Dealer, ‘Kill enjoy. But don’t delay. Fill out 
the Coupon —and mij! today! 

* 


we would like to 
Radio Franchise, 
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Maguire Industries Buys 
Thordarson Electric 


In its second major expansion this 
year, Maguire Industries, Inc., manu- 
facturer of the famous “Tommy” gun 
and of electronic equipment, has pur- 
chased from the Burgess Battery Co, 
for cash all common stock of the 50- 
year-old Thordarson Electric Mfg. Co 
of Chicago and Antioch, Ill, it was 
announced recently by Russell Ma 
guire, president of Maguire Industries 

Founded by the late Chester H 
Thordarson, this company is one of th 
oldest and best known makers oj 
transformers and amplifiers. The ac- 
quisition, Mr. Maguire said, adds 
substantially to the transformer manu- 
facturing facilities already owned by 
Maguire Industries at New Milford 
Conn. 

Mr. Maguire has been elected a d 
rector and president of Thordarson to 
succeed Jackson Burgess, who has 
signed. Bartlett Pinkham and Eugen 


: | D. Powers, directors of Maguire In- 
dustries, have also been added to the 
board. The Thordarson company wil 

| continue to operate as a _ separate 
entity 
= \lthough long famous for its ama 


teur and broadcast transformer e 
ment, Thordarson recently has 


duced only industrial and specialty 

. 4 transformers and public address ampl 
fying apparatus. Plans of the ney 

} management include a resumption o 

the manufacture of transformers for 


radio equipment 
Maguire Industries in January 
OIL RESISTA added the Columbia Machine Works 
Inc., of Brooklyn, N. 7. a prod cer 


of foundry products, electronic « 
ment and centrifuges, as a subsidiary) 





— meets a long felt need for 





a Cord of High Dielectric 
Strength that is practically 





Ageless. It has High Abra- A ead : Lear Home Radio 
, : Divisi 
sive and Impact Resistance. iviton Eapeods 

The acquisition of a 7-floor building 


¢. | . . 
| to house present and future radio pro- 
Other favorable features PY Q Se duction of Lear, Inc., in Grand Rapids 
Mich. division of the company | 
are: 


been announced by Elmer R. Cra 
general manager of the Radio Diy 


Resistance to Oil, Flame, 


Alcohol, Water, Alkali and canteens '/ —_—_ er 
most Common Solvents! ’ : al 


This HIGH 
maiz 


ELMER R. CRANE 


While the home plant is in Piqua 


“Gray Ohio, the radio production has beer 
centered in the Grand Rapids plant 
Increased production schedules and 
— " - - a 
Lear’s plans for entering the home 
radio field after the war necessitated 
\86 ‘ 


Sut P Gray larger quarters, which will occupy the 
26. 5 Pat east half of the Manufacturers Bldg 
Division Ave., North; and _ several 


The WHITNEY BLAKE Company [Reo 


2 loading and shipping. Alterations to 
New Haven, Connecticut, U.S.A. ; be made will include a complete new 


fluorescent lighting system. 


MAY, 1945—ELECTRICAL MERCHANDISING 





the new Ji = in. Olympic’s “tru-base” system, new 
iption ~~ dectronic principles replace within the 
ae “y . electrical circuit — the rich bass fones . 
January , ; ‘ ‘ heretofore “lost” in all but large, “costly 
Wo @ ee oh 4 consoles. By, restoring true resonance to. 
~ ki . the bass register, “tru-base’” reléases 
‘bsid —— ~ 0 4 a “ear-balanced” realism thr the 
"aay ; entire tonal scale. “tru-base” will be 
available in modestly-priced, baits 
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CONSTANT LEVEL 
OIL CONTROL 












































































@ For Homes where the 
Space Heater is Equipped 
with Thermostatic 
Temperature Control... 


is standard equipment 
on most good oil-burn- 
ing heaters now... 


> 


WIN the gratitude of your 


oil-burning Space Heater cus- 





tomers by helping them to 
Just add the A-P ELECTRIC AUTO 


HEAT CONVERSION TOP to the 
A-P Control now on your heater. 


stretch their fuel allotment — 
prevent fuel waste —and still en- 
joy uniformly warm homes in 


early spring. The A-P Thermo- 





static Temperature Control for ae kt On 


on the wall, and you will have 

COMPLETLY AUTOMATIC HEAT 

CONTROL—always uniform and 
dependable. 


Oil-Burning Space Heaters using 
A-P Model 240 DR or UR Man- 











ual Controls is the equipment 


that will insure this comfort and fuel-saving economy. 


TEMPERATURE CONTROL like this soon returns much 
more than its original cost —in fuel savings and uniform 


heating comfort. Feature it NOW for sales and profit! 


AUTOMATIC PRODUCS COMPANY 


2400 North 32nd Street Milwaukee 10, Wisconsin 


DEPENDABLE 
Od Controle 











Extensive plans for post-war certi- 
fication and promotion of residential 
lighting fixtures, to be coordinated 
with activities of other industry ele- 
ments, were initiated at a meeting of 
residential lighting fixture manufac- 
turers held in Cleveland, recently. 

Sponsored by the American Light- 
ing Equipment Association, but open 
to and attended by non-members as 
well, the meeting featured discussions 
by industry leaders whose opinions on 
post-war planning proved effective in 
translating trends and opportunities 
into concrete activities. 

Opening the meeting, Joseph Mar- 
kel, president of Markel Electric Pro- 
ducts, Buffalo, N. Y., who is also 
president of the A.L.E.A., pointed out 
the necessity for united action by the 
industry in developing a program 
keyed to post-war consumer desires 
and lighting markets. Such a program, 
he said, must give prime consideration 
to functional performance of lighting 
equipment, while at the same time con- 
sidering the decorative requirements of 
the homemaker. To be successful, he 
observed, the program must be oper- 
ated on a basis whereby every manu- 
facturer, small as well as large, would 
have an equal voice in its administra- 
tion. He warned that unless the manu- 
facturers cooperated and functioned as 
an industry, the industry’s future 
would be seriously imperiled. 


New Illumination Recommendations 


The forthcoming new version of the 
“Illumination Performance Recom- 
mendations” of the Illuminating Engi- 
neering Society, and how they would 
encourage greater ingenuity and prac- 
ticality in design of residential lumi- 
naires were discussed by Henry G. 
Clum, manager, Lighting Dept. of 
the Jersey Central Power & Light Co., 
Asbury Park, N. J., and chairman of 
the LE.S. Residence Lighting Com- 
mittee. Mr. Clum revealed that his 
committee, following many months of 
consultation and study, is evolving a 
set of “Recommendations” which, 
when embodied in lighting equipment, 
would constitute a noteworthy step 
forward in residential illumination 
practice. They will be in finished form, 
ready for submission to the LES. 
Executive Council by late spring or 
early summer. 

Charles G. Pyle, managing director 
of the National Electrical Wholesalers 
Association, New York, told the meet- 
ing that “Selling — the Victory 
Weapon After V-Day”, would be the 
most potent instrument available to 
the industry in the post-war period. 
In the past, he said, the principal fail- 
ure of the industry to install better 
lighting units in new homes and to 
impel people to consider new fixtures 
when modernizing or redecorating 
could be traced to the lack of complete 
merchandising plans by the manu- 
facturer in the selling of his products. 
Selective distribution, through whole- 
salers and distributors qualified to do 
the best job for the manufacturers as 
well as for themselves, was advocated 
by Mr. Pyle in attainment of the full- 
est measure of success by the manu- 
facturers. 


Certification Program 


Merrill E. Skinner, vice-president in 
charge of sales of the Niagara-Hudson 


MAY, 





Expanded Certification Program 
.Planned By Lighting Fixture Men 





“THE VOICE" WOWS THEM — Frank 
Sinatra was guest of honor recently at a 
cocktail party for 400 enthusiastic mem- 
bers of the record trade, given by Colum- 
bia's Los Angeles distributor, Ray Thomas 
Co. Special white label pressings of his 
latest disc, "Ol' Man River" and “Stormy 
Weather” were autographed by Frank 
and presented to the personnel 





Power Corp., Buffalo, N. Y., and 
chairman, Commercial Planning Com- 
mittee, E.E.I. traced the growth of 
the “Better Light-Better Sight” pro- 
gram from its early days. 

Recent surveys, Mr. Skinner said, 
indicate a pent-up public demand for 
better lighting that spells real op- 
portunity for all equipment manufac- 
turers. He urged development of a 
certification program keyed to post- 
war conditions, and featuring equip- 
ment that would bring to the country’s 
homemakers the utmost benefits oi 
modern illumination knowledge and 
design ingenuity. The identification 
of such equipment by means of a tag 
or label bearing a common industry 
insigne should facilitate concerted pro- 
motion by all cooperating interests, he 
said. 


Rural Market 


A picture of home lighting condi- 
tions in the smaller urban and rural 
areas, and the immense market they 
represent, was presented by H. A. 
Stroud, promotion manager. Mononga- 
hela West Penn Public Service Co. of 
Fairmount, West Va., and chairman, 
Lighting Committee, Residential Sec- 
tion, E.E.I. General Commercial Com- 
mittee. Homemakers in all parts of 
the country, recent surveys reveal, 
are dissatisfied with their lighting 
equipment, and are eager to buy some- 
thing more attractive and more e'- 
ficient, he said. 

Responding to the encouragement 0! 
the speakers, attending manufacturers 
voted unanimously to proceed with an 
expanded certification program, en 
bracing the “Illumination -Perform 
ance Recommendations” of the L.E.S., 
and keyed to the overall objectives o! 
the lighting industry. A subsequent 


meeting to be held in New York City 
May 17 and 18, at which operating 
details of the program would be de- 
cided upon, was voted. 
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meee h iis be OFFERS 


The new Automatic Washer embodies many 
refinements over the original Blackstone 
shown opposite, yet it retains all of its vi- 
brationless washing and drying efficiency. 
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to millions 


HE ad shown here is typical of a series reaching millions of 






































telephone users, month after month— through American 
Home, Better Homes & Gardens, Collier's, Saturday Evening 


Post. Many of them are right in your community. 

















This campaign, now in the fourteenth straight year, reminds 
the public—your customers—of the real help they can get in 
the Classified section of Telephone Directories. 

That’s why more people than ever are referring to this 
popular guide. Today, they use it to find where to go “to make 
the old do until they can buy new.” Through it, also, they 
locate outlets for well-known branded products. 

It's a national habit to look in the Classified. 


This campaign makes the habit more frequent. 


“ 406 
well known 
listings aif: 
dealers, 


Save}; 

time 

b] > Cand 
the Clace:c ,(70U- 


“Sihied way 












War-time shortages sug- 
gested the theme of this ad 
in national magazines. 
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This little man talked 






















Rittenhouse Completes 
Sales Organization 


In preparation for vastly stepped-up 
post-war activity, and to provide its 
wholesale and retail distribution out- 
lets with a high character of merc 
andising assistance, The A. E. Ritten- 
house Co., Inc., makers of Rittenhouse 
chimes and other electrical products, 
has built almost an entirely new field 
sales organization. 

As announced recently by A. R 
Johnson, sales manager of the com- 
pany, the new sales representation 
will be as follows: New York metro- 
politan area, The Martin Co., headed 
by Charles L. Martin, in New York 
City. Upper New York State dis- 
tributors will be contacted by Harry 
Skinner out of the Martin office. 
Chicago metropolitan area, including 
Northern Illinois and Southern Wis- 
consin, Walter C. Nye Company, Chi- 
cago. 

New England States, Boudrot and 
Garside, Boston; Eastern Pennsyl- 
vania, Delaware, Southern New Jer- 
sey, R. L. Cunningham, Philadelphia ; 
Western Pennsylvania and West Vir- 
ginia, Charles R. Norrish Co., Pitts- 
burgh; Maryland, Washington, D. C., 
and Virginia. L. T. McCourt Co., 
Baltimore; Southeastern States, in- 
cluding Alabama, H. K. Dewees Co., 
Atlanta: Northern Ohio, F. P. Mc- 
Morrow Co., Cleveland; Southern 
Ohio, Southern Indiana, and Ken- 
tucky, Mayne Products Co., Dayton 

Michigan and Northern Indiana, 
Taylor Paisley & Co., Detroit; East- 
ern Missouri, Southern Illinois, and 
Arkansas, E. J. Camos Co., St. Louis; 
Western Missouri, Kansas, Iowa, and 
Nebraska, Wm. Terry Organization 
Kansas City; Missouri; Oklahoma 
and Texas, M. C. Huie Co., Dallas; 
Minnesota, Northern Wisconsin 
North Dakota and South Dakota 
George L. Huber, Minneapolis; lo- 
rado, Utah. Montana, Wyoming, Ari- 
zona and New Mexico, Allen B. Car- 
penter Co., Denver; Pacific States, 
including Idaho and Nevada, Fred C 
Wood Co., San Francisco. 


Geier Celebrates 40th 
Royal Anniversary 


The P. A. Geier Co., Cleveland, O 
manufacturers of Royal vacuum clean 
ers reached its 40th anniversary in 
March 1945. Incorporated in March 
1905, the P. A. Geier Co. succeeded 
to the business founded by P. A 
Geier in 1904. The company began 
manufacturing electrical appliances in 
1908, and developed and produced the 
first “Royal” cleaner in 1910. 

During the war, the company has 
been able to maintain association wit! 
practically all of their key executive 
feld representatives, most of whom 
have also been with the company f« 
a good many years. 

The organization is headed at present 
by Dr. William D. Gordon of Phila 
delphia, who is chairman of the board 
and treasurer; A. H. Zirke, president 
F. J. Gottron, vice-president; Phili 
H. Geier, vice-president; Norman 
Mc Leod, assistant secretary and direc 
tor of sales; and James L. Maho 
sales manager. 

Distribution plans, modele and a pr 
gram for promotion of Royal cleane: 
for post-war are in readiness, set fo 
a flying start as soon as production 
resumed, 
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ADVERTISING EASEL PRESENTATION—J. F. Pedder, Frigidaire advertising man- 

ager, demonstrates Frigidaire's 1945 advertising easel presentation to L. A. 

220 PAGES Clark, assistant general sales manager, and P. M. Bratten, general sales manager. 

ILLUSTRATED This desk easel was used to make informal presentations to individual dealers in 
$] LJé) lieu of customary meetings. 

































Frigidaire Announces 3-Phase 


Sewing machine trade-ins 53 
Advertising Program for 1945 


will be tremendous! 


Lee A. Clark, assistant general sales for them, as well as for the film “How 


Nearly 23,000,000 sewing machines in American manager, Frigidaire Div., General to Get the Most Out of Your Refrig- 
’ | Motors Corp., Dayton, Ohio, an- erator” which has been seen by more 
homes are 5 years old or older! nounced recently that Frigidaire’s 1945 than three quarters of a million home- 

; advertising program will have three makers and students. 


major phases. A recent addition to the company’s 
The first phase will be the continu- library of informative booklets is a 
ation of the “service” type advertising bulletin entitled “75 Answers to Ques- 

| that received such fine acceptance in tions About Freezing.” This bulletin 
| 1943 and 1944. This advertising gave was designed primarily for home econ- 


Post-war trade-ins will be tremendous! So prepare now 


to meet the demands of tomorrow. Send 


for your “Master Catalog” today | helpful suggestions on the care and omists, teachers and editorial writers 
use of refrigerators. Another phase and contains information on frozen 
. the only catalog of its kind .. . with a of the program provides for advertis- foods and home freezing resulting 
ing that will emphasize how Frigi- from Frigidaire frozen food research 
complete parts listing for the 96 daire’s post-war products will provide program. 
the advantages that consumers have 
heads of all known makes of sewing machines. Solves sewing indicated they want and expect in Consumer Advertising 


post-war electrical appliances. The 

| third phase is directed to the post-war , assy oo — 
purchasers of commercial refrigera- ae ci gpa 0h — 

- eG ‘ : - F tion and air conditioning equipment. ee a a eeping, ; 
reconditioning, bigger profits. $1.50 postpaid. man's Home Companion, Holland's 
Special Group Campaigns Sunset, Better Homes & Gardens 

American Home, Saturday Evening 
Post, Collier's, Life, Time, Household 
Pathfinder, Electricity on the Farm 


Frigidaire’s appliance advertising 
machine parts problems, guides to easier resale 


Free Sewing Machine Co., In addition to this “consumer” ad- 


vertising, Frigidaire s continuing cam- 


Rockford, Illinois. paigns in publications reaching special farm Journal & Farmer's Wife, Su: 
stip, groups includng home economists, cessful Farming and Progressiv: 
a %y teachers, architects and builders, own-  frgpy oy 
< +. Fe. wwe. watt tie | ers of income property, etc., besides 
5 ¢ \ having a comprehensive campaign in New Department Set-Ups 
% [: a large number of trade papers reach- 
% ing appliance dealers. Mr. Clark has also announced that 


In commenting on the company’s there has been a realignment of func 
continuance of “service” type adver- tions in the departments associated 
° tising, Mr. Clark said the need for this with advertising, promotion and train 

Tee- OMEN IOUSe kind of help has increased. Food ra- ing activities for all Frigidaire app! 
; tioning is daily presenting many new ances, commercial refrigeration and ai! 
problems and refrigerators are a year conditioning products. These were 
AND older, thus needing even more care to formerly the responsbility of four 
make them last until they can be different departments, now they wil! 
replaced. be centered in two newly created 

Mr. Clark further stated that Frigi- groups, the Advertising Department 
daire plans to continue providing their and the Sales Promotion Department 
dealers with free booklets for distribu- These two departments will be unde: 
tion to homemakers, giving useful tips the direction of James F. Pedder, ad 
on food storage and preparation as vertising manager and Ellsworth Gil 
well as on how to take the best possi bert, sales promotion manager. With 
ble care of a refrigerator. this organization, all “customer influ 

oom ence” functions for all Frigidaire prod 
12-Million Booklets ucts are the responsibility of the Ad 

Nearly 12 million booklets dealing vertising Department. Likewise, all 
with household refrigeration, commer- activities designed to inform, train and 
cial refrigeration and air conditioning stimulate the selling organization are 
have been distributed in the past two the responsibility of the Sales Promo- 
years and there is still a heavy demand _ tion Department. 


NEW aa OMIE: 


AMERICA'S FINEST SEWING MACHINES 
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Pre-war plan for postwar .. . Not a small city apartment, but a 





4 farm kitchen .. . Not a pipe dream, but already in use in hundreds of farm 






} homes built just prior to the war . . . It’s factory-functional; a kitchen, 






















proper, compact, step saving, with built-in cabinets, work level sink 
and range, mechanical refrigerator; a second room, with cream 
separator, churn, sink, refrigerator for milk, washing machine, 
mangle, deep freeze unit, canned food storage; and a third, where 


the men wash up, leave work clothes, muddy boots, tools . . . 


Time saving, work saving, is this new type kitchen . . . a 





9 high priority postwar project for which money is already in the bank- 





in tens of thousands of prosperous Midwest farm homes . . . and an 


index, too, of the huge new quick market for appliances, furnishings and 





- fixtures in farm homes in the Heart States, New York and Pennsylvania where 
SuccessFUL FARMING selects, serves, satisfies the country’s first farmers . . . These SF 
farmers have the greatest investment, widest diversification, largest yield, highest cash 
income, the widest margin between income and expense today of any population group. . . 
After five good years, with mortgages and debts down, savings at an all-time peak, 
pent-up demand, this market represents the prime prospect field for postwar volume and 


profit .. . And with the medium that covers so much of it exclusively, deserves 






the closest study now . . . Details any office . . . SuccessruL FARMING, 






Des Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles 






TOAST EVERY MORNING 


Toast is traditionally a part of America’s breakfast. And for 
almost 40 years now, the bread has been toasted by electric heat. 
This food habit began definitely to form, when Chromel 
heating elements first appeared, in 1906. With-Chromel came, 
for the first time, good toasters, good irons, and later came all the other 
good heating devices. Chromel was the first durable heating 
element, because it withstood the relentless oxidizing 
action of the air. All these good heating element qualities which 
originally made electric heat dependable, stand everyone 
in good stead today. Very few heating devices are out of service. Chromel 
wire and ribbon make good heating elements. . . . Meanwhile, 


Catalog-M would be useful to your service department. Send for it. 


‘Sed 
| HOSKINS 
“CHROMEL 


* Used as a heating element in millions of devices: 


International Philco 
Service Group Formed 


Formation of Philco Service, a 
world-wide organization of appliance 
servicemen to establish new high 
standards in the profession, was an- 
nounced recently by Robert F. Herr 
vice-president in charge of service for 
Philco Corp. A membership of 25,000 
appliance servicemen qualified to re- 
pair all types of radio receivers, re- 
frigerators and air conditioners js 
expected by the organization within 
the next two years. 

“Philco Service is the natural out- 
growth of ten years’ experience with 
Radio Manufacturers’ Service, which 
Philco organized in 1934,” Mr. Herr 
said in explaining the purpose of the 
new organization. 

Membership in Philco Service is 
open to individual service men, deal- 
ers’ servicemen, and dealer organiza- 
tions both in the United States and 
other countries which have and main- 
tain facilities adequate to carry on 
high quality work. Members will be 
informed as to the latest technical 
developments and will be instructed in 
maintenance and repair work. One of 
the features of the program will be a 
Standard Labor Charge schedule to 
insure the public of fair prices on its 
repair work and at the same time 
assure the serviceman that he is prop- 
erly compensated. 

An important phase of the program 
is the personal technical training and 
schooling from the local Philco Serv- 
ice headquarters—the Philco distribu- 
tor. Members will be furnished with 
credentials to show they are fully 
qualified to render guaranteed service 
on Philco and other products. 


Louis Schultz Dies 


Louis Schultz, president of The 
Sunlite Mfg. Co., Milwaukee, Wis. 
died at his home recently of a heart 
attack. 


LOUIS SCHULTE 


A pioneer in the aluminum field and 
in the development of plastics, Mr 
Schultz was the founder of Sunlite 
Mfg. Co. in Milwaukee, plastics manu- 
facturers, which opened their third 
plant in 1943. 

Mr. Schultz worked with du Pont 
de Nemours early in 1920 in the de- 
velopment of the first waterproof table 
cloth, and he was also the inventor o! 
the glass rod coffee maker. 

In addition to being president of 
Sunlite, Mr. Schultz was also presi- 
dent of the Green Tree Realty Co., and 





HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN | treasurer of the A. B. Zuckert Co. 
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WHEN YOUR CUSTOMERS ARE TAKING VACATIONS AGAIN— 
MAKE SURE THEY HAVE ONE OF THE NEW REVOLUTIONARY, 
SELF-CHARGING GENERAL ELECTRIC PORTABLE RADIOS! 


rary a portable to every home 
radio sale you make is going to be 
one of the best ways to make multiple- 
set selling a success in the post-war 
period ... especially when you are sell- 
ing the revolutionary, self-charging 
G-E portable. 

The only pre-war radio of its kind ever 
built, this G-E portable has a built-in, 
non-spillable airplane-type storage bat- 
tery and charger . . . When it’s played 
indoors... it stores up power to play out- 
doors! It’s the ideal extra radio and it is 
going to be back with many startling 


The entire line of G-E Radios 
will be outstanding 


FM—the biggest thing in radio imme- 
diately after Victory—will be a top 
feature of the newG-E radio line. There 
will also be unprecedented quality and 
values in AM, radio-phonographs and 
television receivers. 

Take advantage of G-E’s great com- 
ing line and the tremendous consumer 
pre-selling campaigns that are winning 
thousands of customers. Investigate 
the G-E radio dealer franchise now! 




































the portable for 


EXTRA SALES 











held and improvements. 
ics, Mr A portable for every requirement will See your G-E radio distributor or 
l , Ss , . , 
Bo a : be featured in the coming line of write to the Electronics Department, 
ir third General Electric models. General Electric, Bridgeport, Conn. 
du Pont Hear the G-E radio : "TheWorldToday’'news, Monday through Friday 
the de- 6:45 p. m., EWT, CBS. "The G-E All-Girl Orchestra,”’ Sunday 10 p. m., EWT, 
oof table NBC. "The G-E House Party,’’ Monday through Friday, 4 p. m., EW T, CBS. 
entor ol! 
«| GENERAL @&& ELECTRIC Cen! Rae ene averting rete en 
c quad 179-08 that of any other home radio manufacturer. 
0., ana 
t Co. Portables - Table Models - Consoles - Automatic Phonograph Combinations 
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“We've got our hearts set on 
having AUTOMATIC OIL 
HEAT after the war, just as 
so many other families have. 
We want tlie added comfort 


and econémy of oil heat— 
and we insist on the wonderful 
convenience of F thermostatic 
furnace control. 


“However, like three out of 
every four American families, 
we'll livé*in a small, five- to 
six-room house. The furnace 
will need to burn only two or 
three quarts of oil an hour to 
keep every room comfortable. 


“We understand that a pres- 
sure type burner cannot be 
operated successfully on less 
than a gallon of oil an hour 
(which is excessive in a small 
home), whereas a vaporizing 
burner can operate at peak 
efficiency on the two or three 
quarts an hour which will be 
exactly right for our needs. 








"Well, that narrows our choice, 
for among all manufacturers 
of vaporizing equipment, 
H. C. Little Burner Co. leads 
the field, with the only fully 
automatic, electric ignition, 

,ffatural draft vaporizing type 

* burner available in a complete 
line, including Floor Furnaces, 
Basement Furnaces, Utility 
Room Furnaces, Space Heat- 
ers, Water Heaters, Wall 
Furnaces, etc.” 








about oil furnaces? I’ve 
read the ads and I wrote 
H. C. Little for complete 
information. If you’re 
going to sell me after the 
war, you'd better do the 
same thing.”’ 





"How did I get so smart 





ial 





HEAD OFFICE: 

San Rafael, California 
Branches in Principal Cities 
Specialists in Low-Cost 
Automatic Oil Heat for 
Small Homes 












WESTINGHOUSE SERVICEMEN VIEW NEW RANGE BOARD—Mésting at head- 
quarters of the Westinghouse Electric Appliance Division in Mansfield for a two- 


week training session on the 1945 Conservice Schools, Service Supervisors view the 
new range operational demonstration board as A. Baensteiner (hand on board) 
section engineer of the Appliance Engineering Department, explains the new features 
of the board. Pictured (left to right) are R. B. Lewis of the Southern District, with 
headquarters in Atlanta, Ga.; G. N. Pallock of the Southwest District, Dallas, Texas; 
H. E. Myers of the Southeast District, Atlanta and J. C. Alfele, of the Southwestern 


District, St. Louis office. 


Automatic Washer to Be Included 
in 1945 Westinghouse Service Schools 


Westinghouse “Conservice” schools 
for 1945 will be expanded to include 
half-day sessions on commercial refrig- 
eration and on the Westinghouse auto- 
matic washer, the Laundromat, it was 
announced recently by L. K. Baxter, 
manager of the Service Department of 
the company’s Appliance Division, 
Mansfield, Ohio. 

Other features of this year’s schools 
include a 30-minute, talking motion 
picture in full color, entitled, “It All 
Adds Up,” which shows how good 
service builds good will and illustrates 
the steps in the training of a young 
service man just starting out on home 
calls; and a sound slide film on “The 
Refrigerator Temperature Control.” 


Sponsored by Distributors 


The 1945 Conservice schools will be 
sponsored throughout the country by 
distributors for their dealers and deal- 
ers’ service men, as in the past, ac- 
cording to Mr. Baxter, with Westing- 
house service supervisors conducting 
the sessions. 

The program consists of two sepa- 
rate and distinct one-day schools: the 
first school covers domestic refrigera- 
tors and refrigeration specialties, in- 
cluding condensing units, reach-in re- 
frigerators, beverage coolers, milk 
coolers, water coolers and plug-in air 
conditioners. The second school deals 
with electric ranges, electric water 
heaters and laundry equipment, with 
the latter section divided into two 
parts; the Laundromat and conven- 
tional washers and ironers. 


Features Giant Model 


The current Conservice refrigeration 
school features a giant model of a re- 
frigerator temperature control. All 
operational parts, large enough so that 
they can be seen clearly by the class, 
are mounted on a demonstration board 
and connected to gauges which show 
the effects of adjustments for tempera- 
ture range and for differential. This 
giant model enables the instructor to 
present a step-by-step demonstration of 
what happens when an adjustment is 
made. 

“With a separate board devoted this 
year to the temperature control, we 
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feel that the domestic refrigerator 
operational demonstration board, which 
formerly contained the control, gains 
greatly by simplification and will be 
much easier to undérstand than hereto- 
fore,” Mr. Baxter pointed out. 

“By the addition of certain parts, 
the giant control and the control dem- 
onstration board can be made into a 
commercial control demonstrator. 
There’s also a new commercial refrig- 
eration demonstration board, on which 
is mounted a compressor; fan-coiled 
condenser, heat exchanger, gauges and 
electrical meters. * , 


Laundry Equipment ~ ae 


Conventional laundry equipment will 
be featured using operational boards 
and large charts. School equipment 
will show service adjustments on all 
models produced. The 1945 Conservice 
schools will also include a new Laun- 
dromat operational demonstration 
board, hooked up to a Westinghouse 
automatic washer. When a part of 
the board is operated, the Laundromat 
goes into that part of the cycle 
governed by the control of the board. 

The action of the water baffle and 
the operation of the thermostat are 
shown on the new electric water heater 
operational board. 

Large trouble diagnosis charts 
25 x 35, some in four color, some in 
black and white, are available for each 
session of the two schools. These in- 
clude 24 charts on domestic refriger- 
ators, covering the cycle of operation, 
the temperature control, unit troubles 
diagnosis and correction, and analyzer 
checks of the electrical circuit; 17 
charts on refrigeration specialties; 25 
on the electric range; 16 pertaining to 
electric water heaters, 22 on water 
coolers, 14 on milk coolers, and 11 on 
portable air conditioners. 


To Hold 300 Schools 


Westinghouse distributors began 
dealer and utility field previews in 
April, Mr. Baxter said, and plan to 
hold approximately 300 schools for 
more than 10,000 service men and 
women throughout the country, with 
an attendance of 8,819 persons. 
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“One of a Series Interpreting Hotpoint’s Promise to the Public: Dependability Assured by 40 Years Experience.” 


Hotpoint.And 








ke 


HH”... effective Hotpoint’s out- 


standing merchandising idea — 
the Complete Electric Kitchen — has 
proved with the public is confirmed by 
recent surveys. 
@@ In calling on over four thousand 
urban homes in all income brackets, the 
Curtis Publishing Company found that 
the first post-war desire of home owners, 
next to painting and decorating, was for 
the remodeling of kitchens. 
@ @ Hotpoint’s own experience demon- 
strates that the Complete Electric Kitchen 
is a natural for “Ensemble Selling.” Cou- 
pon returns for kitchen planning indi- 
cate a tremendous interest on the part of 
both men and women. Hotpoint’s per- 


sonalized Kitchen Planning Service gives 


The Complete Electric Kitchen 


adi 


reality to kitchen dreams. And the Hot- 
point plan permits dealers to make ipdi- 
vidual appliance sales while turning 
buyers into continuing custofriérs. 

e@ @ Naturally,a compléte line of related 
appliances is necessary to enjoy the many 
benefits of thé Electric Kitchen Merchan- , 
dising Plan. And today as for many years 
past, Hotpoint is one of the few com- 
plete and nationally advertised lines 
available to the American public. 

@ @ Forty years of housekee ping ex peri- 
ence in millions of American homes 
make Hotpoint the thoughtful home- 
maker's choice. : 

x * & 


Edison General Electric Appliance Co., 
Inc., 5620 W. Taylor St., Chicago 44, IIl. 
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CHROMALOX DESIGN 
FOR BETTER COOKING 


Cross section of Inconel ¥ 
sheathed tube shows how Chromalox P 


vides maximum cooking contact sur 
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POSTWAR COOKS WILL WANT THE BEST 


Chromalox superiority is the result of 
twenty-five years Continuous research and 
engineering in electric heating and cooking. 


a 


7525 Thomas Bivd., Pittsburgh 8, Pa, 





ro- 
ce. 


Famous Chromalox Tubulars will soon again 
be available. Chromalox Superspeed and 
Heatflo—to fit any range—are available now. 


WO) Edwin L, Wiegand Co 


WESTINGHOUSE 40-YEAR VETERAN—K. A. Trinkley, left, appliance supervisor, 









Central District, Pittsburgh, was recently honored at a luncheon at Westinghouse 
Appliance Division headquarters. J. H. Ashbaugh, vice-president in charge of the 
Division, is shown presenting the 40-year service button. Mr. Trinkley joined West- 
inghouse in 1905 as an office boy in the Pittsburgh office. 





The appliance industr n entering 
a new era during wh it will go into 
an expansion-of-use phase undreamed 


of ten years ago, Ward R. Schfer 
vice-president in charge of sales, Fdi 
son General Electric Appliance Co., 
told Hotpoint regional and district 
managers gathered in Chicago recently 
to hear details of the company’s 
market research and advertising for its 
“Selective Dealer” plan. 

“Our job is to embrace the present 
»pportunity to choose the outstanding 
retailers of America,” Mr. Schafer 
said. “We are aware of that oppor- 
tunity and will act upon it. Getting 
the right retailer is vital to getting 
the right merchandise to consumers. 
We know the type of dealer we will 
vant and have made studies and plans 
to get him.” : 


Advertising Objectives 


Harry E. Warren, advertising man- 
wer, discussed the company’s advertis- 
ng objectives “As manufacturers 
we have engineers who design the 
vest.” he said, “as merchandisers we 
must have retailers who serve the best 
I cannot over-emphasize the need for 
100 percent application to every mer- 
handising plan that is agreed upon 
as our procedure and is adopted. We 
must make it work for us. We are 
vorking now to select and prepare a 
type of dealer in whom we can have 
full confidence to do this job.” War- 

announced at closing that the Hot 
point booklet, “Your Next Kitchen by 
Hotpoint” has passed the 1.000.000 
mark in sales and stands today as 
perhaps the most successful advertis 
ing sales piece in the history of the 
company. 

G. A. Rebensburg, manager, and 
Glenn Thompson, statistician. con 
mercial research division. demon- 
strated the place of market research in 
the key market operation of the com- 
pany. His view of market is two- 
pronged, he said—quality of dealer 
coverage and depth, or quantity of 
dealer coverage comprising the most 
important points. Mistakes in market- 
ing will not show up until competition 
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Hotpoint Regional Managers Given 
Preview of Marketing Plans 


is again keen, he ponted out, thx 
need for market research and strong 
organization vill become appare 
but it may be too late 


Metropolitan Market 


Hy emphasized — the tact that t 
manufacturer must be strong in 
areas where there is the greatest sales 
potential for his line. For well-known 
major appliances, that market is t 
metropolitan centers, he said, and 
those centers it is the key retailers— 
the large stores—which form and con 
trol the buying habits of millions. 
Chief reason for analysing local 
markets for distributors, he said, was 
because no distributor will be abl 
immediately after reconversion, to ob 
tain as much merchandise as he c 
sell. “We must know that our alloca 
tion is determined by ultimate pote: 
tial markets,” he said, “rather than by 
the distributor who makes the strong 
est bid for merchandise.” 


Kentucky Utilities Drops 
Merchandising 


Announcement from the Kentucky 
Utilities, just released, indicates that 
they will not sell appliances during 
the immediate post-war period. 

The company declares it is desir- 
ous to experiment with the program 
tor two reasons: 


1. In order that a greater amount of 
business will accrue to the dealer. 

2. To determine the effectiveness of a 
sound, practical dealer-company coopera- 
tive plan of load building. 


Domestic appliances, farm, commer- 
cial or industrial equipment, Mazda 
and fluorescent lamps are included 
in the ukase. Strings tied to this plan 
provide that should dealer coopera- 
tion fail that the company may sell 
whatever items are necessary in that 
area. 
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THE WORLD APPROVES ELECTRIC WATER HEATING 


ELECTRIC WATER 
HEATERS 


The White Electric Water Heater is a Product of Utmost Quality — 
Merchandised Exclusively Through Recognized Distributors and Public 
Utilities * Your Inquiry Will Be Appreciated 


ce Wi rors ov. — 
Buy Wer Bonds : 7, f 2 Wa be 


” MIDDLEVELLE, MICHIGAN 


a 
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Dealers! Distributors! Harken to the New Note in Home Radio! Awaken to the 


Postwar possibilities of the Maguire Home Radio line! You'll be delighted with 
Maguire styling, construction, flawless reception . . . just what you'll want to 
create “customer. clamor.” 


And it will be music to your ears when you learn about the profitable Maguire 
Franchise. Selected dealers... protected territories ... national advertising... 
cooperative local advertising ... window and showroom displays ... direct 
mail pieces ... colorful catalogs ... guaranteed merchandise... and that’s 
not alll... Don’t miss this golden opportunity . . . your territory may still be open. 
Get the full story today about the radio line that will ring the bell tomorrow! 


Write to Maguire Industries, Incorporated, Sales Division, Greenwich, Connecticut 


k 
A NEW NOTE, 1N/ HOME RADIO 


GREENWICH «© STAMFORD «© BRIDGEPORT + NEW MILFORD 
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Merger Announced of 
Sunbeam and Seeger 


eed FRNOHE tL bo8 ry 


RT”) Plans for merging Sunbeam Elec 
- tric Mfg. Co., Evansville, Ind., wit! 
the Seeger Refrigerator Co., St. Paul 
| Minn., were announced recently by 
| William A. Carson, Sunbeam’s pres 
dent. 

Under the proposed plan all assets o 
Sunbeam will be turned over to Seeg: 
in exchange for shares of Seeger con 
mon stock. 





Seeger New President 


The new firm is to be known as th 
Seeger-Sunbeam Corporation, an 
Walter G. Seeger, president of Seeg« 
Refrigerator Co., will be president o/ 
the newly merged company. Mr 
Carson plans.to retire from activ: 
service in the company, although h« 
will be one of the directors. 
} Out of the merger expanded pro 
duction is expected at the Evansvill 
plant with employment running fron 
4,000 to 5,000 persons in the post-war 
period. Present war contracts wil! 
continue uninterrupted. 

Sunbeam, formerly manufacturer 


ELECTRIC , formerly manufactur 
of locomotive electric headlight equip 


| ment, was purchased in 1918 by Mr 

I E A T | N G Carson and associates. In 1929 th: 
company turned to manufacture of re 
frigerator units for Sears, Roebuck & 

E L E M E N T S Co. Both companies—Sunbeam am 


Seeger-have been in close cooperation 
prior to the merger, Mr. Carso 
pointed out, since Seeger was the sol 
manufacturer of refrigerator cabinet- 
for Sears from 1928 to 1937, afte: 
which time the production was divice 
fifty-fifty. Seeger also makes cabinets 
for other refrigerator manufacturers 

Post-war production plans for tl« 
new corporation includes the manu 
facture of a home and farm freezii 
unit, Mr. Carson said 











heron Check to be sure the heating elements . 
, of Nichrome. This will be your greatest advantage. 

















SUNROC GOING NATIONAL—Sunroc 
Refrigeration Co., Glen Riddle, Pa. 
manufacturers of electric water coolers, 
current production of which has been 
going almost exclusively to the armed 
forces, has completed its plans for na- 
tional distribution of its product for civil- 
ian use. Sunroc is offering for sale the 
three basic models in greatest demand, 
equipped with bubblers and glass fillers. 
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P ; Later, the company plans to offer bottle- 
Pee ’ ; coolers and additional models of the 
= 3 = i we dy 2 ct ele) water cooler. 
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Manufacturers of ELECTRIC KANGES «© ELECTRIC WATER HEATERS + GAS RANGES « OFF 
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RODUCTS —like people—have - 

backgrounds! The reputation 
earned by L&H Appliances 
through 70 years of faithful ser- 
vice brings to you the unmatched 
heritage of stability, dependabil- 
ity, and permanence. This back- 
ground gives you the assurance 
of time-proved leadership in re- 
search, product development, 
and advanced selling features. 


In the postwar period, you can 
confidently count on the experi- 
ence and success of L&H to in- 
sure your future. L&H Ranges 
will be pace-setters in design, 
cooking efficiency, and time 
and labor saving conveniences 


A. J. 


STOVES « 


that will give greater customer 
utility and satisfaction. 

Hitch your future to a star — 
L&H—a name highly respected 
and desired by the buying pub- 
lic. L&H has always specialized 
in the production of quality 
cooking and heating appliances. 
With the L&H line, you will be 
in a position to outstrip compe- 
tition. Sound, effective factory 
merchandising co-operation will 
help you build sales volume 
easily and profitably. 


While vital war production still 
comes first here, get set with us 
now for a glorious postwar era. 
Write for complete facts! 


LINDEMANN & HOVERSON CO. 


MILWAUKEE 7, 


PORTABLE OVENS + @ HEATERS + W 
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KNOCK 
OUTS... 


THAT WILL PUT SALES PUNCH 
INTO YOUR BUSINESS 


Be the first to feature these related kitchen ensembles 
in your locality and watch the women cheer their 
space-saving qualities. Designed to build up sales 
volume, these items will bring you more units per 
sale, and more profits per customer. Show room 
samples prove the demand — order yours today! 
























































































Model 43466 
DISH aad 
SERVING Ze«c¢ 





Boon r the crowded 
kitchen signed 
to make every inch 

iditional storage 


easily acces- 





>». 2 routed shelves 
in upper compartment 
so dishes can be 
stacked standing 
Joor utensil ccmpart 
ment has built-in holf 
shelf, galvanized stee] 
rack for pot 
All-wood dish rest. De 
tachable 6” grill at 
top. Overall size: 34” 
wide x 14” deep x 
72” high 


covers 


} : xce for reference material. Black or red 

rbelized noleum top is routed so stainless steel binding fits 

xactly, forming irfa free from dust-catching ridges. With arm 
verall ze: 4 wide x 24° deep x 35” high 


* ALL ORDERS SHIPPED IN ROTATION RECEIVED 


Call, Write. on Wire... Price Liat on Request 


Paragon Utilities Corp. 
50 Van Dam St., Brooklyn 22, N. Y. 


PERMANENT DISPLAYS 


CHICAGO FURNITURE 
MART SPACE 1545 

















N. Y. FURNITURE 
EXCH. SPACE 1613 


SAN FRANCISCO WESTERN 
FURNITURE MART SPACE 538 



























LEAR DEMONSTRATES WIRE RECORDER—William P. Lear, president of Lear, 
Inc., holding the “magazine” of the Lear home radio and wire recorder combination 
at a special preview given to the press. This “magazine” does away with threading 
the wire; it can be changed as easily as slipping a pack of cigarettes into your 
pocket. The Lear wire recorder will be part of Lear home radio sets and will also be 
offered as a separate unit to be attached to present sets. 


Demonstrate Lear Wire 
Recorder in Home Radio 


How 


postwar 


recording will benefit 

business and educa- 
tional life was revealed at a demon- 
stration to the press by Lear, Incor- 
porated, in New York City recently. 
Uses in connection with home enter- 
tainment, radio recording, office dic- 
tation and the recording of telephone 
conversations were previewed. 

With wire recording, the demonstra- 
tion revealed, one can record and re- 
produce voice, music and sounds at 
will. Wire can be replayed thousands 
of times without loss of quality. The 
wire can be “erased” at will and used 
over and over again for an indefinite 
time. This eliminates costly upkeep 
and reveals a_ practical recording 
method where recording or dictating 
unwanted things need not result in 
loss to the user. 


wire 
home, 


No Longest a Toy 


“Wire recording” said William P. 
Lear, president of the company, “is no 
longer a toy—it has been brought out 
of the experimental stage where it 
had been neglected for close to fifty 
years and into a practical, useful ma- 
chine”. 

One of the advances made by the 
Lear engineers was the enclosing of 
the wire on spools in a small, practical 
“magazine” or cartridge which is sim- 
ply slipped into place in the cabinet. 
This permits easy storage and elimi- 
nates possible damage to the thin wire 
by handling. The playing time of 
these magazines runs from 15 minutes 
to an hour. It can be made longer if 
desired. 

The recorder was built into a Lear 
home radio. Programs were taken 
“off the air” and immediately played 
back exactly as they were received. 
During the demonstration, both sides 
of a telephone conversation were re- 
corded. Members of the cast of 
“Laffing Room Only”, headed by Ole 
Olson, put on a series of skits, each 
showing another use. The use of the 
wire over and over again was made 
during the demonstration. 

It was pointed out that recordings 
made on wire would last for an indefi- 








PAGE 126 





MAY, 





nite number of years without loss of 
fidelity or volume. Wire recordings 
can be played many times without 
affecting reproduction. 


How It Works 


The system of recording employs a 
long, thin wire which moves across the 
poles of a magnet, instead of the 
familiar disc and needle. The wire 
becomes magnetized. When the wire 
is re-run across the magnet, variations 
in the magnetization are picked up, 
amplified and reproduced by a loud 
speaker. During recording only, pre- 
vious recordings on the wire are 
erased automatically. 

Scheduled for postwar Lear produc- 
tion are home radio-wire recording 
combinations, wire recorders for at- 
tachments to any radio, office dictation 
and telephone recording instruments, 
light, portable units and pocket units, 
among others. 


Verd-A-Ray Contest 
Winners Announced 


A jury consisting of three Toledo 
business men affiliated with advertis- 
ing, recently announced their final 
selections in the slogan contest spon- 
sored by the Verd-A-Ray Corp., 
Toledo lamp manufacturer. 

In the unanimous opinion of Joseph 
Bartley (McManus Troup Co.) 
Robert Radke (Rad-Mar Press) and 
T. D. Brannan (Seidel-Farris Co.) 
the winning slogan is “A Good Buy to 
See By.” The winning contestant is 
Frank Dresser, Philadelphia, Pa., who 
receives a $1,000 war bond. 

Second prize, $750 bond, was 
awarded to Martin L. Bettinger, 
Toledo, O., third prize $500 bond, to 
Mrs. Frederick Estano Roxbury, 
Mass. the fourth prize, $250 bond was 
awarded to Bernard Weiler, Philadel- 
phia, Pa. 

Twenty-five winners of $100 bonds, 
together with seven similar prizes for 
duplicate slogans, completed the list 
of awards to contestants. 
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It's Merchandised... 
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Right at the point of sale, General Electric Lamps 


9883 Ye 


provide a complete store display service ... a 









full program of top quality, effective, pre-tested 


customer reminders that build more sales faster. 


. It's In Demand... 





Everyone needs lamps, and repeatedly. That 
means steady turnover— more customers in your 
of store time and time again—with increased sales 


“ of other goods as well. And more people buy G-E. 


ut 

















do 
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nal 


? the lamp that 
) BRINGS ’EM IN and BRINGS ’EM BACK! | 





>.) ° 

to Hear the G-E radio programs: “The G-E All-Girl Orchestra,” Sunday 10:00 p.m. EWT, NBC; 
is ' “The World Today” news, Monday through Friday 6:45 p.m. EWT, CBS; “The G-E Houseparty,” 

ho Monday through Friday 4:00 p. m. EWT, CBS. BUY WAR BONDS—KEEP THE BONDS YOU BUY 


er, | G‘E MAZDA LAMPS | 


aa GENERAL 2 ELECTRIC 


list © en ‘ie ss “ee ere ares 























ELECTRICAL MERCHANDISING—MAY, 1945 PAGE 127 


















Another order from the Government? 


Not this time. In fact, it’s not really an order at all. 

It’s just an indication of the vast number of mixers that 
will be purchased by American Home families 

as soon as they are available. 


How many are a 
‘few hundred thousand”? 


Well, figure it out for yourself. In the current poll 
of The American Home Reader-Consumer Panel, 
27% of.the Panel members said they would 

buy electric mixers within the next year if supplies 
were plentiful. And the Reader-Consumer Panel 
represents a nearly exact cross-section of the 
2,350,000 American Home families all over 

the country. 













, Wow! 
What a market! 


And why not? American Home households are managed 
by home-makers who are devoted to intelligent, 
comfortable living. Naturally, they spend many an hour 
in their cheerful kitchens. If you could see their lists 

of kitchen appliances to be purchased or replaced 

after the war, it would make you catch your breath. 
For when Peace comes, these families will be 

the busiest appliance shoppers in America. 
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For postwar Electrical Equipment pepe tal 1117 





business, there’s no place like 
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National Life Offers 
"Packaged Mortgage" 


A new note in home financing favor- 
able to the borrower was sounded by 
the National Life Insurance Co., 
Montpelier, Vt, when it was an- 
nounced recently that in the future 
certain household equipment will be 
considered as part of real estate secur- 
ity for loans. The new loan, or so- 
called “packaged mortgage,” was an- 
nounced by L. Douglas Meredith, vice- 
president, of National Life, after ap- 
proval had been voiced by the members 
of the board of directors of the com- 
pany. 

New gas or electric appliances, such 
as ranges and refrigerators, for which 
reasonable values are included in the 
appraisal at the time the application 
is submitted, will be considered as part 
of the real estate security for loans, 
subject to rules and regulations which 
will be prescribed by the company’s 
legal department. These rules will in- 
clude the stipulation that some degree 
of affixation of the article to the rea! 
estate will be required. 

Mr. Meredith said that this innova- 
tion in home financing will be of great 
assistance to home purchasers, and 
will make it easier for persons to ac- 
quire a completely equipped house, with 
the payments spread over a long period 
of time. “The so-called packaged 
mortgage,” he said, “is in accord with 
the most recent thinking in the field of 
mortgage investment, and the National 
Life Insurance Co. is pleased to offer 
this type of loan to borrowers at this 
time.” 


Barlow & Seelig 
Re-elects Officers 


All officers of Barlow & Seelig Mfg 
Co. were re-elected at a recent meet- 
ing of the board of directors which 
followed the annual stockholders meet- 
ing held the same day. These officers 
are R. C. Stuart, chairman of the 
board, H. A. Bumby, president, H. R. 
Scott, vice-president, W. A. Royce, 
secretary-treasurer, and J. B. Murray, 
asst. secretary. Directors elected 
were R. C. Stuart, R. C. Labisky, W. 
A. Royce, H. A. Bumby and H.R. 
Scott 

Officers and directors of the Ameri- 
can Ironing Machine Co. were also 
re-elected at the annual meeting of 
the stockholders of that company held 
recently at Algonquin, Ill. Officers 
are H. A. Bumby, president, H. R. 
Scott, vice-president, M. A. Toussaint, 
vice-president and general manager, 
H. G. Carles, treasurer, W. A. Royce, 
secretary, J. B. Murray, ass’t secretary 
and R. C. Labisky, treasurer. Direc- 
tors include the above officers and D. 
W. Geer. 

The annual meeting of the Canadian 
Ironing Machine Co. was also held 
at Algonquin recently with the follow- 
ing elected directors and officers, H. A. 
3umby, president, R. C. Labisky, vice- 
president, and W. A. Royce, secretary- 
treasurer 


Majestic Adds Another Plant 


Majestic Radio & Television Corp 
announces the expansion of its war 
production facilities with the opening 
of its new plant at-St. Charles, IIl. 
Executive and general offices are now 
located at the St. Charles plant. 
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Akron, O., The Cleveland Radiolectric Co. 
Albuquerque, N. Mex., Alford’s 

Allentown, Pa., Bell-Clark & Company 

Atlanta, Ga., The Yancey Company, Inc. 
Baltimore, Md., David Kaufmann's Sons 

Bangor, Me., Coffin & Wimple 

Binghamton, N. Y., Southern Tier Electl. Supply Co., Inc. 
Birmingham, Ala., R. P. McDavid Co., Inc. 

Boston, Mass., Bigelow & Dowse Company 
Buffalo, N. Y., H. D. Taylor Company 

Burlington, Vt., J. S. George Supply Co. 

Canton, O., The Cleveland Radiolectric Co. 
Charlotte, N. C., Southern Radio Corporation 
Chattanooga, Tenn., Radio & Appliance Distributors, Inc, 
Chicago, Iil., Commonwealth Utilities Company 
Cincinnati, O., Ohio Appliances, Inc. 

Cleveland, O., Cleveland Radiolectric, Inc. 
Columbus, O., Ohio Appliances, Inc. 

Dallas, Texas, The Schoelikopf Appliance Co., Ltd. 
Davenport, la., G. W. Onthank Co. 

Dayton, O., Ohio Appliances, Inc. 

Denver, Colo., David C. Dodge Company 

Detroit, Mich., Republic Supply Corporation 
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Des Moines, lowa, G. W. Onthank Company 

El Paso, Texas, Albert Mathias Company 

Elmira, N. Y., Southern Tier Elec. Supply Co. 

Fargo, N. D., Fargo Glass and Paint Co. 

Grand Rapids, Mich., State Distributing Company 

Houston, Texas, Straus-Frank Company 

Huntington, W. Va., Van Zandt Supply Company 

Indianapolis, Ind., Appliance Distributors, Inc. 

Jacksonville, Fia., Consolidated Automotive Co. 

Kansas City, Mo., Enterprise Wholesale Furn. & Stove Co. 

Knoxville, Tenn., C. M. McClung & Co. 

Little Rock, Ark., Holcomb Gunn Co. 

Los Angeles, Calif., Sues-Young Co. 

Louisville, Ky., Ewald Distributing Company 

Memphis, Tenn., Mississippi Valley Furniture Co. 

Milwaukee, Wisc., Taylor Electric Company 

Nashville, Tenn., Keith Simmons Company, Inc. 

New Haven, Conn., American Distributors, Inc. 

New Orleans, La., Modern Appliance & Supply Co., inc. 

New York, N. Y., D. W. May Corporation 
Export—J. H. Latham, 70 Pine St. 

Oklahoma City, Okla., Jenkins Wholesale Division 

Omaha, Neb., G. W. Onthank Co. 


eee ae. 





THESE LEADING FIRMS ARE DISTRIBUTORS FOR AMERICA’S LARGEST SOLE SPECIALIST IN HOME REFRIGERATION 


Philadelphia, Pa., Elliott-Lewis Electrical Company 
Phoenix, Ariz., Albert Mathias Co. 

Pittsburgh, Pa., J. A. Williams Company 

Portland, Ore., Bargelt Supply 

Providence, R. |., Providence Electric Company 
Richmond, Va., Wyatt-Cornick, Inc. 

Rochester, N. Y., Bickford Brothers Co. 

St. Louis, Mo., Stanley Distributing Company 

Salt Lake City, Utah, Refrigeration Serv. & Eng. Co. 
San Antonio, Texas, General Hotel Supply Company 
San Francisco, Cal., McCormack & Company 
Schenectady, N. Y., Le Valley, McLeod, Kinkaid, Inc. 
Seattle, Wash., Seattle Radio Supply, Inc. 

Sioux Falls, S. D., G. W. Onthank Co. 

Spokane, Wash., Prudential Distributors, Inc. 
Springfield, Mass., The Burden-Bryant Co., Inc. 
Syracuse, N. Y., Paul Jeffrey Company 

Toledo, O., Walding, Kinnan & Marvin Co. 

Utica, N. Y., Horrocks-ibbotson Company 

Vincennes, Ind., Ebner ice & Cold Storage Company 
Washington, D. C., May Hardware Company 
Willmar, Minn., Minnesota Electrical Supply Co. 
Youngstown, O., The Cleveland Radiolectric Co. 
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hus. seal Buffalo Finds Post-war Market 
RICH AUNT, For $26,314,775 in Appliances 


GIRLS wr 
iT A recent study made by The Buffalo 
yi D ©) N Niagara Electric Corp. revealed a post- The Good Old Days! 


| war market in the city of Buffalo for 
CARE WHO 326,900 electrical appliances valued at Mrs. Cleo N. Smith, operator 


$26,314,775. i li here, 
INH E R iTS H ER Questionnaires asking what their of on clectrien’ aggtinues Sa) ae 


received a letter from a captain 


D [AMO N DS customers want in the line of house- overseas, asking help in selecting a 


hold appliances when they are once wedding anniversary gift for his 


' , more available were mailed to income wife. 
ae S H Ee = groups classified as follows: The captain said he was prepared 











PROM { S & D 5% to customers having incomes to spend as much as $200. “What 


md | oer $5,000 ; 10% to customers having do you say to making the presents 
ME HER | incomes from $3,000 to $5,000; 199% 


a good vacuum cleaner, a mixing 


UT & customers navn incomes from set and electric roasting set, all 
OM ATI c. $2,000 to $3,000; 42% to customers complete?” he wrote. 


having incomes from $1,000 to $2,000 ; Mrs. Smith commented that the 
WASH E R! \ 24% to customers having incomes captain must be so busy fighting 
+ ; under $1,000. 


A\\ the Germans he doesn’t know you 


\ 

i\ 4 These income figures were based on 
household rentals obtained from 1940 
U. S. Census by tracts, and the per- 
centages substantiated by the Brook- 
ings Institute represent a good cross- 

section of the area. 
A 24.4 percent return was received ‘ 
™ fx bes . and tabulated, and the percentages found necessary to consider the satur- 
6 = os \ established were applied to the total ation factor to get a true perspective 
2 & residential meters in the area—168,000 f the market. Take the case of wash- 
—with the results shown in the table  ¢"S, for instance: the results show that 
at the bottom of the page. 18.4 percent wanted the conventional 
type washer, while only 4.5 percent 
want the automatic type, which is ex- 
plained by the fact that the automatic 
washing machine appeared on the 
appliance market shortly before the 


just can’t buy such things back 
home any more. 














rm 


\' \ 








The Buffalo Niagara Electric Corp. 
feels that in any such survey, satura- 
tion is important in gauging the poten- 
tial market. As a yardstick they used F . - 
a saturation table compiled prior to 4" and is not in as general = = 
the war, but which has been substanti- indicated by the low saturation figure 
ated by a recent market check. Of the for that area. It follows logically 
168,000 residential meters in the met- that as the future sale of these sage! 
ropolitan Buffalo area, saturation on appliances ar rwens the percentage of 
appliances ran as follows: saturation will increase, and the poten- 

tial market will increase proportion- 
ately. 





Refrigerators 
Water Heaters ee 
Washers, conventional ..... 
Washers, automatic .......... ‘ Guilbert Heads 
lroners Propeller Fan Group 
Flat Irons ‘ 
Vecuum cleaners .............. 67. The Propeller Fan Manufacturers Asso- 
Dishwashers ..... c ciation held their annual meeting in St 
Percolators ...... , Louis, Mo., recently, and the following 
Toasters ... Pes } officers were elected to serve during the 
year 1945: H. M. Guilbert, B. F. Sturte- 
“4 vant Co., president; E. C. Englert, Hart- 
Clocks _ 58. zell Propeller Fan Co., vice-president; 
V. C. Shetler, 2-255 General Motors 
Comparing the potential market Bldg., Detroit, Mich. secretary- treasurer. 
table with the saturation table, it was 

















Appliance Potential Market Sales Volume 
Electric range 7.0%, 11,800 $1,646,300. 
Refrigerator 23.2% 39,000 6,844,500. 
Radio 14.1% 23,700 1,185,000. 
Radio phonograph ary 16,300 2,037,500. 
Television 6.3% 10,600 2,120,000. 
Lighting 18.4%, 30,000 

Vacuum cleaner 18.2%, 30,500 

Food mixer 16.1% 27,000 

Washer, conventional 30,900 2,765,550. 
Washer, automatic J 7,500 1,012,500. 
Toaster § 23,000 184,000. 
Flat iron J 20,000 145,000. 
lroner ‘ 18,500 1,850,000. 
Frozen food cabinet . 11,900 2,380,000. 
Garbage disposal “ 4,000 400,000. 
Roaster n 5,200 130,000. 
Dishwasher sink h 4,500 900,000. 
Percolator ‘ 4,500 34,875. 
Clock 1.3% or 2,200 11,000. 
Sewing machine a or 2,200 176,000. 


. ; Cloth i J . 
Made in Newton, lowa Since 1908 by a, eo ae poy 


AUTOMATIC WASHER COMPANY oe i. “we ase 


326,900 $26,314,775. 
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LOOK WHAT'S BACK OF EVERY 
ONORA DEALER! 


The Sonora Franchise=and What It Means in Terms of Sales Support 


That Sonora franchise behind the authorized Sonora dealer means that one of radio's 
largest manufacturers — Sonora — is backing up that dealer one hundred per cent! 


HOW SONORA BACKS UP THE DEALER 


With Merchandise. A complete line—37 models—from de luxe America on the man who really does business—the SONORA dealer! 


combinations to compact portables. Radios that will sell on With Experience! For more than 30 years products bearing the 
performance, because of the famous SONORA “Clear as a Bell” SONORA name have been distinguished for matchlessly beautiful 
tone. They'll be ready, as soon as Uncle Sam gives the word! tone—the tone that’s ‘Clear as a Bell."" And advanced tone-engi- 
With National Advertising — lots of it! Dominant. Colorful. neering—in radios, phonographs, records—is SONORA’S exclusive 
The talk of the industry. Designed to focus the attention of all business. That’s why SONORA means home entertainment at its best 


Get all the facts about the franchise! 


Powerful advertising, a complete line of quality radios, a name famous for more than 
30 years —that’s strong support! It makes the SONORA franchise worth investigating 
Why wait? For full details about the SONORA franchise, get in touch with your 
SONORA distributor today. 


SONORA RADIO & TELEVISION Corp. « 325 N. Hoyne Avenue - Chicago 12, Illinois 


onora 


Clear asa Bell ? 
HOME ENTERTAINMENT AT ITS BEST 


RADIOS + TELEVISION SETS + RECORDS + PHONOGRAPHS + .RECORDERS 


LA i i 
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... but they all know an ELECTRIC ROASTER 


MUST HAVE GOOD INSULATION 


gree about 





























Electric Roasters, like modern Electric Ranges, 
have done much to demonstrate the value of good 


to do 


thermal insulation. Both use “stored heat” 
much of the cooking, making possible greater 
*fficiency and lower operating costs. 

Naturally, good insulation in an Electric Roast- 
er pays handsome dividends to all concerned. tion. 
Homemakers appreciate operating economy in 
their roasters. They also appreciate uniform cook- 
ing results . .. and a cooler kitchen. This, in turn, 
makes for satisfied customers, the biggest asset 
any retailer or manufacturer can have. 

Fiberglas* Insulating Wool, Type TW-F, 
has long been the outstanding insulation for 


Electric Roasters. High in insulating qual- 





FIBERGLAS 


*T, M. Reg, U. S. Pat. Off. 











Equally important, 


ities, inorganic Fiberglas is clean, chemically 
stable, immune to moisture, is odorless and does 
not absorb odors. It is light in weight (important 
in roasters). It is also streng and resilient... 
doesn’t settle or pack down. 


Yes, Fiberglas is an efficient “lifetime” insula- 


it is well-known to 


millions of tomorrow’s buyers, many of whom 
have Fiberglas Insulation in their present ranges, 
refrigerators and other home equipment. 

Yes, we repeat, Fiberglas will be a swell feature 
to sell to your customers. Owens - Corning 
Fiberglas Corporation, 1853 Nicholas Build- 
ing, Toledo 1, Ohio. In Canada, Fiberglas 
‘Canada Ltd., Oshawa, Ontario. 


THERMAL 
INSULATION 


MAY, 
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Honeywell To Run 
National Heating Schools 


Minneapolis-Honeywell Regulator 
Co., lifted the curtain recently on what 
promises to be a nationwide school for 
virtually every individual associated 
with automatic heating industry. 

In preparation for more than a year, 
the “school” will be open to dealers, 
wholesalers, manufacturers, vocational! 
schools, electricians, steamfitters, sheet 
metal workers and any others inter- 
ested in heating, C. B. Sweatt, vice 
president, said in announcing the 
course. There will be no charge of 
any kind. 

“There is a real need for an inte- 
grated educational program in the 
automatic heating industry right now,” 
Mr. Sweatt said, “and we believe all 
of those in the field will be anxious to 
catch up with new developments and 
learn proper installation and service 
methods. If our industry is to main- 
tain its good will now cznd gain its 
rightful place in the post-war—and 
that means assuming a far larger share 
of the home building market—then all 
personnel must be ready and able to 
take care of the present maintenance 
work and prepare for the post-war 
business that is expected. 

The courses will start May first, he 
said, and will be held in all sections 
of the country where company branches 
are maintained, and when a sufficient 
number of people indicate a desire to 
enroll. Prepared by Honeywell tech- 
nicians in cooperation with a company 
specializing in visual education, the 
complete course extends for four 2} 
hour meetings. More than 800 slides, 
many of them in color, are used, while 
simple but complete lectures fill in the 
details. . 

Primary purpose of the program is 
to teach the application of automatic 
controls and their installation and 
maintenance in connectjon with all 
types of heating systems using all 
kinds of fuel. The information to be 
covered has been divided into nineteen 
subjects with plans to cover several 
phases in each meeting. Subjects to be 
discussed are: control identification, 
circuits, thermostats, thermostat in- 
stallation, limit controls, relays, con- 
trols for oil burners, summer-winter 
systems, oil burner systems, gas 
burner control systems, stoker systems, 
handfired systems, unit heater systems, 
zone controls, Weatherstat systems, 
Modu-flow, and installation helps and 
service tips. 

Pointing out the extreme urgency 
for a course of this nature, Mr. Sweatt 
stated that today there are only 5,000 
oil burner service men in the U. S. as 
compared with approximately 30,000 
before the war. At the same time, he 
said, there are fewer than 8,000 stoker 
service men today against a prewar 
figure of more than 12,000. Enroll- 
ment cards for the courses are avail- 
able from wholesalers, utilities, manu- 
facturers, trade and vocational schools 
and other organizations in the indus- 
try. 


Philharmonic Discontinues 
Radio Production Plans 


Increased commitments in war pro- 
duction, coupled with the uncertainty 
of approximate time when home radio 
manufacture may be resumed without 
restriction, has led Philharmonic 
Radio Corp. to discontinue manufac- 
ture, advertising, engineering and sales 
promotion programs on their home 
radios and phonographs. 
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More than 700,000 vital war supplies are 
made of paper, wrapped in paper, or tagge 
with paper. 

Women — as household managers — are 
helping to make this possible by salvaging 
every scrap of paper for re-use or for re- 
processing. Theirs is the greatest responsi- 
bility for seeing to it that household paper 
is regularly saved and that it finds its way 


into the hands of collection agencies for 


AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 


salvage. Upon women, too, rests the major 
burden of cooperating with merchants in 
their paper saving efforts — by accepting 
many articles unwrapped, by providing 
their own shopping bags to carry purchases 


home. 


McCall’s Enlists 
3,500,000 Helpers 


Aside from conserving paper in every way 


consistent with the publication of a service 


@ In your business you can help—1. by conserving paper 


tells 


magazine, McCall’s also brings the need for 
paper salvage before its more than 3,500,000 
women readers. 

The one woman out of every five in your 
community who lives by McCall’s knows 
that waste paper is America’s No. 1 critical 
war material and is ready to do all she can 
to help salvage it. 


C, Z 








—2. by turning in for collection all old paper and dis- 
play material in your files, shelves and storage place. 


THREE MAGAZINES IN ONE 
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POST HOMES ARE READY TO USE ELECTRICAL 
APPLIANCES. 96.9% OF ALL POST HOMES 
ARE WIRED FOR ELECTRICITY AGAINST 
THE U.S. AVERAGE OF ONLY 76.7%. 








Feqne burchase Froaucrs that 
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POST readers represent the backbone of 
local purchasing power. Their incomes are 
well above average. They are well edu- 
cated. They buy intelligently. They enjoy 
and can afford the better things in life 


BETTER HOMES 
BUY MORE APPLIANCES 


A third more Post readers own their | 
own homes than the U. S. average. In 
cities and towns throughout the na- 
tion, the value of Post homes averages 
over $6300 against the U. S. average 
value of under $4400. 
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POST HOMES ARE READY AND ABLE TO BUY HOME APPLIANCES <= 


In a recent national survey, of all Post families inter- 
viewed, 67.5% stated they expect to buy one or more 
household appliances when available. Following are 
some of the appliances they intend to buy and average 
prices they expect to pay: 





25.2% expect to buy Refrigerators at an average of $211. 


24.6% expect to buy {| 13.8% (regular) at an average of $124. 
Washing Machines } 10.8% (automatic) at an average of $181. 


22.4% expect to buy Cooking Ranges at an average of $173. 
21.2% expect to buy Vacuum Cleaners at an average of $82. 
16.5% expect to buy Irons at an average of $10. 

29.2% expect to buy Radios at an average of $150. 


These preferred customers look to the 
advertising pages of the Post as their 
authoritative buying guide. 


| We hiilied ih thé PO! 4 } 
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There’s a big 
post-war opportunity 
for you with 


RHEEM 











HEN Rheem swings over from war- 
Witime to peacetime production, its 
post-war products will offer a growing 
market an opportunity for growing profits. 

The Rheem line will include a group 
of ‘better water heaters for all types of 
fuels—gas, liquid gas, electricity, oil and 
coal; floor and wall furnaces; consoles and 
other space-heating equipment; Stoker- 
matic coal stokers and stoker-fired fur- 
naces; range boilers and tanks of all kinds 
—new appliances for better living. They 
all represent opportunities for a great busi- 
ness-building future. 

Just now, Rheem production is concen- 
trated on material for our fighting forces. 
Rheem is busy making dozens of precision- 
built war products, from airplane parts to 
8-inch artillery shells. Rheem shipping con- 
tainers, by the millions, are carrying sup- 
plies to the war fronts. Rheem water heat- 
ers, range boilers and tanks are going into 





AUTOMATIC 
| WATER HEATERS 


| * 








RANGE ‘ 
BOILERS 


TANKS 











CONSOLE 
SPACE HEATERS 


wartime housing. 

DUAL REGISTER ’ ’ ’ 

| ae reanany When Victory comes, Rheem will have 
=> unexcelled manufacturing and research 
facilities ... will focus its experience on 
volume production of quality-built house- 
hold appliances. The Rheem line offers 
real opportunity for a business-building 
future. 


WALL 
| HEATERS 





In Your Plans for the Future ...include Rheem 


RHEEM 


MANUFACTURING 
COMPANY 


Executive and General Sales Offices 

iew York + San Francisco + Los Angeles 

Chicago + Washington, D. C. 

15 Plants Cover Every Major Market in the U.S.A. 
3 Plants Serve Australia 











200,000TH EUREKA CONTROL MOTOR—George H. Wilkens, product manager, 
Eureka Cleaner Co. shows the 200,000 precision-made aircraft electric control motor 
just off the assembly line to Major B. Aronson, deputy regional representative of 


Detroit Regional Office, central district, A.T.S.C. 


Left to right: Major Aronson, 


B. Fleetwood, Eclipse representative, Wilkens, and |. Strehike, Eureka's production 


superintendent. 


These motor controls are used on B-29's and B-I7's as well as 


other American and British fighter planes and bombers. 























Sylvania Survey Forecasts 
100 Million Radios Post-war 


American families will buy 100,000,- 
000 radios within the first five or six 
years after the war with two-thirds of 
the current population ordering the 
first new sets on the market—prefer- 
ably combination radio-phonograph 
models. More people say they will pay 
an additional $75 for television than 
will spend $10 extra for FM. 

These were a few of the features of 
post-war buying forecast through a 
nationwide survey of home radio own- 
ers, announced recently by Frank 
Mansfield, director of sales research, 
Sylvania Electric Products Inc. 


Current Buying Habits 


They found some surprising facts 
concerning general buying habits. 
Contrary to the popular American 
custom of looking over merchandise in 
a dozen stores before making a selec- 
tion, Mr. and Mrs. John Q. buy their 
radios in the first shop they visit two 
times out of three. 

The 31,000,000 radio homes in the 
country now have an average of 1.54 
sets per home and, according to Mr. 
Mansfield, not only is there a steady 
increase in the number of people own- 
ing a radio but an equal growth in the 
number of families owning two or more 
sets is indicated. 

In the past, radio buyers displayed 
little loyalty to the brand of radio al- 
ready owned. Illustrating this, 63 per- 
cent of the families who own three sets 
admitted that all three were different 
brands. 

While the average set is turned over 
every seven years, half the radios now 
in operation ane between fowr and 
eleven years old and their owners have 
little to say agaffist them. Only five 
percent expressed any real dissatisfac- 
tion. 


83%, Radio Saturation 


Explaining the forecast of 100,000,- 
000 radio sets in the homes of 194X, 
Mr. Mansfield said, “Thirty-six million 


MAY, 





families now populate the United 
States and our survey shows that over 
83% have home radios, totalling ap- 
proximately 50 million sets. Once the 
war is over, the number of families 
will increase at the rate of a million 
a year for the following five or six 
years. Returning veterans will marry 
and set up new homes while others, 
already married but living with their 
parents, will set up housekeeping for 
themselves. All of them will want 
radios. Add to this the steady increase 
in home radio ownership apparent be- 
fore the war, and the average turn- 
over rate of seven years, Simple arith- 
metic gives the seemingly startling 
total of 100,000,000 radios, including 


automobile sets.” 
FM Future 


Frequency Madulation will be a big 
selling factor, with aver 90 percent of 
the people looking forward to it. A 
small group would be willing to pay 
$30 extra for FM, half those inter- 
viewed would pay an additional $10, 
but the majority would prefer to pay 
only about $5 for the clearer reception 
possible with FM. 


Television Potential 


Provided that telecasting stations 
are within range, and program quality 
is acceptable, the public think they will 
buy 15 million television sets at $75 
over the usual cost of a radio set. 
This group may be disappointed, how- 
ever, since “it looks as if good tele- 
vision reception will cost anywhere 
from $125 to $200 extra. But it is 
entirely possible, that within a few 
years after introduction on a large 
scale, television will be low enough to 
meet majority acceptance,” according 
to Mr. Mansfield. “Survey results 
show that at present only a little over 
three percent of the people will pay 
$300 and under 30 percent want to sce 
television programs if it adds $125 to 
$200 to the cost of the set.” 
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NEW 
TOP-LINE 


Profit Line 































Push — 


New Juvenile Garden Wheelbar- 


row. Rocket style, metal wheel, 
metal axle, rubber tire — for 
Junior to push—and 












to push 
your profits up. . 


Pull 


The Rocket Sulky with metal 
wheels and rubber tires, fold- 
ing handle, to pull the young- 
ster in—and to pull parents 
into your store 





































Draw 


Juvenile Duplex 
Blackboards — hand- 
somely styled for the 
kiddies to draw on and 
to draw customers for —-= 

you | 

















Only a few of our New Items are illustrated. 





Write for literature and full information. 
TOP {LINE 
HOME APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 


New Home Appliances 
on the way now — 
for Regular 
TOP LINE ACCOUNTS 


































PLAN HARTFORD ICI CHAPTER—Leaders in the heating and air conditioning 
industry in Hartford, Conn. took part in a recent meeting to form a local chapter 


of the Indoor Climate Institute. 


Left to right are George P. Luscombe, Electric 


Home Div. Hartford Electric Light Co.; Edward C. Marsden, Marsden & Wasser. 
man, wholesale heating equipment dealers; J. K. Knighton, sales manager, air con- 
ditioning division, Servel, Inc., Evansville, Ind., and a member of ICI board of 
directors; and B. H. Dingley, sales manager, Hartford Gas Co. 








Krug Predicts Appliances 
For Year After V-E Day 


“About everything in the line of 
civilian goods, including refrigerators, 
washing machines, radios, and possibly 
automobiles, should be in production 
and on the market within a year after 
Eisenhower reports Germany has been 
defeated,” J. A. Krug, chairman of 
War Production Board, predicted at 
a recent press conference. 

“At that time essential civilian pro- 
duction probably will approximate 
production in the pre-war year of 
1939,” he said. He emphasized that 
the board’s reconversion planning, al- 
though now being pushed vigorously, 
will still keep as its primary goal the 
prompt filling of all military needs, and 
the maintenance of a sound war-sup- 
porting economy for a speedy con- 
clusion of the Japanese war. WPB is 
now drawing up a list of items which 
must be preserved after V-E day for 
the prosecution of “all-out war against 
Japan,” and other civilian production 
will follow only after they have been 
supplied. 


Cutbacks Gradual 


“WPB expects a reduction of 12 
percent in war production in the first 
three months after the fall of 
Germany. At the end of six months it 
should be down 20 percent from 
present peak levels ; and by the end of 
a year the drop might amount to as 
much as 35 percent. 

“Estimates made last fall,” Mr. 
Krug said, “looked for much sharper 
cutbacks in war goods than are now 
believed to be possible. With heavy 
obligations still to be met in Europe, 
even after the fall of Germany, and 
the ‘tremendous operations’ under way 
in the Pacific, cutbacks will be delayed. 

“The WPB program must be ex- 
tremely flexible, and the relaxation of 
controls most gradual after taking into 
account the changing needs of the 
military,” Mr. Krug continued. 

He outlined the following 12-point 
plan for reconversion after V-E day: 

1. Cutbacks will be handled, wher- 
ever practicable, in such a way as to 
distribute the production load equit- 
ably throughout the nation. 

2. Positive assistance through con- 
trolled material allotments and prefer- 
ence ratings for new or additional pro- 
duction of a very limited number of 
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civilian products now in such short 
supply as to endanger the war-sup- 
porting economy. 

3. Measures to facilitate rapid re- 
conversion through positive  assist- 
ance for tools, equipment, construction 
and long lead-time materials and com- 
ponents needed to begin large-scale 
production promptly when further cut- 
backs occur. 

4. Suspension of most of the so- 
called “rating floors,” which now pro- 
hibit the acceptance or delivery of 
materials, components and equipment 
on unrated orders. There may be 
some exceptions in the case of scarce 
commodities and components. 

5. “Open-ending” the controlled ma- 
terials plan by permitting the delivery 
and acceptance of controlled materials 
(steel, copper or aluminum) without 
allotments, subject to preference at 
mills and warehouses for all orders 
covered by allotments. 

6. Relaxation or suspension as 
quickly as practicable of a substantial 
number of the WPB’s “L” and “M” 
orders that now prohibit or restrict 
production and distribution. WPB 
will continue to limit production of 
some goods requiring materials still 
in scarce supply. 

7. Revocation of most of the con- 
servation orders specifying the kind 
of materials to be used in making cer- 
tain products. 

8. Some relaxation in construction 
order L-14 to permit most urgently 
needed civilian construction. 

9. Steps to insure that, where pro- 
duction is authorized on a restrictive 
basis, small business and new produc- 
ers have full opportunity to participate. 

10. Introduction of a simplified 
priority system to replace CMP. and 
other priorities at the earliest date. 

11. Procedure for authorizing con- 
struction or production in certain local 
areas as exceptions to nation-wide 
limitation orders to permit utilization 
of labor and resources that cannot 
practicably be used for war production 
or civilian manufacture not under 
limitation orders. 

12. WPB will continue specialized 
controls over all materials continuing 
in tight supply such as tin, crude rub- 
ber, textiles, lumber and certain chemi- 
cals, to assure meeting all essential 
war and civilian needs. 





MERCHANDISING 









































THE 15 MODELS IN THE FIRETENDER STOKER LINE FIT ANY JOB 


\ditioning 
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Es One thing IS Certain! 


the so- 

low pro- 

thee e e.« and that is that the FireTender Stoker line offers dealers and con- 
be 

ples sumers the best that money can buy. Pioneering in the stoker industry, Hol- 


led ma- comb & Hoke Mfg. Co. have developed a line of industrial, commercial and 
Powel residential stokers of such inherent quality, craftsmanship and sturdiness that they 
without 


rence at are accepted as the standard of high grade equipment by engineers and discrimi- 
sag nating experts all over the United States. Dealers selling FireTender Stokers have 
sion as 


bstantial available 15 models in sizes from 20 to 750 lbs. of coal per hour. There are models, 
_ Od or batteries of models, in sizes to fit any home or factory. Their guaranteed sturdi- 
Pd o ness and dependability insure the dealer and the user years of more trouble-free, 
an more service-free service, 
be The name FireTender on a stoker means SATISFACTION. Satisfaction to the 
a dealer in a fast-selling, money-making line . . . satisfaction to the user in having 
urgently a dependable money-saving piece of equipment. 


ere pro- 
ee » NOTE: DEALERS! Write us for our dealer proposition. There are some good 
ticipate. territories still open in which we desire aggressive, responsible representation. 
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... 4 little white cottage, roses in bloom, 
and a SESSIONS Clock in every room!” 


ECAUSE of the way clock-buying has been restricted in the last year 
B or so, you can be sure there'll be few faster-selling, more profitable 
items on dealers’ shelves after the war than the clock that’s everything in 
style and price the public wants. 

Yes, big demand is waiting... 

... When it’s stimulated by the sight of the new line of Sessions Self- 
Starting Electric Clocks which includes everything from popular-priced 
alarm and household clocks to elegantly-styled Westminster Chime 
models . . . 


... When this demand is brought to white heat by national advertising 
and merchandising . . . 


... That's when you'll start raking in profits from Sessions Clock sales 
as you've never done before! The Sessions Clock Company, Forestville, 
Connecticut. 


[ * 
essions (locks 


"The House of Westminster Chimes” 


a 7 aa 
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| Edison G.E. Appliance Co., Inc. 


| Ward R. Schafer has been elected vice- 

president, Edison General Electric (Hot- 
point) Appliance Co., in charge of sales, 
according to an announcement by R. W. 
Turnbull, president. 


WARD R. SCHAFER 


Mr. Schafer has been with Hotpoint 
since 1923 when he joined the company 
as an engineer in the commercial cooking 
division. Later he served as manager of 
product service, and was manager of the 
company’s range division when war pro- 
duction interrupted production in 1941. 
During 1942 he gained a leave of absence 
from the company to superintend the 
construction of a 26 million dollar buta- 
diene plant in Texas. He returned to the 
company as manager of the western sales 
region in 1943, later being placed in 
charge of all Hotpoint sales. 


lronite lroner Co. 


Appointment of Hal L. Biddle as 
advertising and sales promotion man- 
ager was announced recently by W. R. 
Dabney, general sales manager of The 
Ironrite Ironer Co. 





HAL L. BIDDLE 


Before entering the Army Air 
Corps, where he served for the past 
2% years, Biddle was with the Public 
Service Co. of Indiana at Indianapolis. 





Home Service Director Appointed 


Dabney also announced the appoint- 
ment of Cleo Foley as home service 
director of the company. 
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Mrs. Foley will be in charge of the 
greatly expanded Home Service De- 
partment which will employ a large 
staff of home economists for post-war 
operation. Her experience in this 
field covers a period of almost 2 
years. 





CLEO FOLEY 


General Mills, Inc. 


Harry A. Bullis, president of Gen- 
eral Mills, announced recently three 
appointments in the company’s Me- 
chanical Division: Fred Blumers as 
executive vice-president of the Di- 
vision; Roscoe E. Imhoff, vice-presi- 
dent in charge of appliance sales and 
Arthur H. Smith, vice-president.. 
Arthur D. Hyde is Division president 
of the Mechanical Division. 

Mr. Blumers has been plant man- 
ager of the Mechanical Division's 
ordnance plant in Minneapolis since 
December, 1942. He joined General 
Mills in June, 1936. 

Mr. Imhoff came to General Mills 
in 1944 as sales manager in charge of 
home appliance activities, a develop- 
ment in post-war planning for the 
Mechanical Division, now engaged in 
the production of high precision Navy 
and Army ordnance. He started in 
1919 with Westinghouse, with whom 





ROSCOE E. IMHOFF 


he was associated for 21 years. He 
joined Proctor Electric Co. in 1940 as 
vice-president and general sales man- 
ager, resigning that position to accept 
his present post with General Mills. 

Mr. Smith has held the position of 
secretary and comptroller of the Me- 
chanical Division since 1941, He 
joined General Mills in 1936, becoming 
assistant to the chief accountant in 
1940. 
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LAU Fans are 
MASS PRODUCED 


In the Lau Blower Company's modern all-ground-floor 
plant, Lau fans and blowers are produced in large quan- 
tity by straight-line automobile assembly methods. All 
fan and blower parts, except motors and helts, are pro- 
duced under one roof and flow smoothly to experienced 
assemblers. And, as in the automotive and refrigeration 
industries, savings effected are passed on to you, the cus- 
tomer. Mass production offers many other advantages. 
All parts are perfectly matched for maximum perform- 
ance and are consistently uniform. Thus it is possible for 
you to compete on a quality, labor, and price basis against 
the entire field, and particularly against parts assemblers. 
Practically all Lau products made today are going to war. A small percentage 
of our output is going for civilian use on priority. We can make reasonably 
prompt delivery on orders with proper priority. If you expect in the near 
future to be in the market for fans or blowers, send us your name and address 


for latest information about Lau product development, manufacturing re- 
strictions, government regulations, and so on. 








Package Units Blower Assemblies Propeller Fans Blower Wheels 


AU 


BLOWER 
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COMPANY 


DAYTON 7, OHIO, U. S. A. 
WORLD'S LARGEST MANUFACTURER OF FURNACE BLOWERS 


Engineers and fabricators of general Air Handling Equipment 
Single Inlet and Dowble Inlet Blowers @ Propeller Fans © Accessories 





NEW POSITIONS OF THE MONTH 





General Electric 
Consumers Institute 


Elizabeth Woody has been appointed 
director of the General Electric Con- 
sumers Institute, according to C. R. 
Pritchard, general sales manager of 
the company’s appliance and merchan- 
dise department. Miss Woody was 
director of foods for McCall’s Maga- 
zine from 1935 to 1944 and previously 





ELIZABETH WOODY 


had long experience as an advertising 
copywriter and director of daytime 
radio programs. 

As director of the Institute, Miss 
Woody will head up a broad program 
of basic food research and am ex- 
tensive consumer information program 
designed to disseminate as widely as 
possible practical solutions to home- 
making problems. Miss Woody and 
her staff will test all appliances in the 
Institute’s laboratories from the house- 
wife’s viewpoint, checking their find- 
ings in the homes of consumers with 
factory engineers to ensure most satis- 
factory product performance and de- 
sign. 

Dr. Donald K. Tressler former di- 
rector, will continue as a consultant to 
the General Electric Company on 
special problems in connection with 
food technology. 

As director of foods for McCall’s 
Magazine for the past nine years, Miss 
Woody supervised extensive programs 
of research and experimentation in 
McCall’s test kitchens in addition to 
directing the magazine’s editorial food 
features and services. She is also 
widely known as the author of “The 
Pocket Cook Book,” written in col- 
laboration with members of McCall’s 
food staff. From 1933 to 1935 Miss 
Woody was a copywriter at Young & 
Rubicam, specializing in products used 
by homemakers. From 1930 to 1933, 
she headed the agency’s daytime radio 
department. 


Link-Belt Co. 


The Stoker Division of the Link- 
Belt Co., announces the appointment of 
Clarence H. Schuettenberg as sales 
manager to succeed K. C. Ellsworth. 
Mr. Schuettenberg has been associated 
with the distributing end of Link-Belt 
Stoker Division since 1933. 
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Evanair Div. 
Evans Products Co. 


The appointment of Donald §S 
Woods, to be in charge of sales of 
the Evanair furnace and water heater 
section was announced recently by Al 
Shields, general sales manager of the 
Evanair Division of the Evans pro- 
ducts Co.,—makers of the Evanair line 
of home heating equipment. 





DONALD S. WOODS 


Mr. Woods came to the Evans or- 
ganizations from WPB where for 
more than a year he was chief of the 
Plumbing and Heating Branch of the 
Office of Civilian Requirements. Prior 
to that he was technical advisor on 
plumbing and heating for the National 
Housing Agency. Before the war Mr. 
Woods was connected for twenty-two 
years with the American Radiator & 
Standard Sanitary Corp. 


Free Sewing Machine Co. 


John S. Williams has returned to 
Free Sewing Machine Co., Rockford, 
IIL, as assistant sales manager after a 
two years’ absence, it was announced 
by L. E. LeVee, vice-president in 





JOHN S. WILLIAMS 


charge of sales. His new duties will 
be to assist Mr. LeVee in the develop- 
ment of Free’s extensive post-war sales 
program. 

A member of the Free sales organi- 
tion since 1931, Williams was mana- 
ger of department store accounts for 
twelve years. 
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PAYDAY in Cincinnal 


The Cincinnati Times-Star Eighth An- 
nual Payroll Poll reveals that June 15th 
is one of the biggest paydays of 1945 
for employes of Greater Cincinnati 
manufacturing firms. 


Cash registers are busiest during the 
24 hours following the time when peo- 
ple receive their salaries, commissions 
or wages. Greater effectiveness is 
gained by newspaper advertising dur- 
ing this 24-hour period—it is perfectly 
timed to produce immediate returns. 
Instead of guessing, advertisers want 
to know on what days the greatest peaks 
of purchasing power occur, insofar as 
it is possible to estimate. Since this in- 
formation was available from no other 
source the Times-Star volunteered to 
obtain it by means of a Payroll Poll of 
Cincinnati manufacturing firms. The 
first figures were compiled in 1937, 
and every year since then the Times- 
Star has repeated this survey to keep 
this valuable report on Cincinnati’s 
purchasing power up to date. 





Many significant figures are revealed 
in the complete report. Write our Na- 
tional Advertising Department for your 
copy of the Cincinnati Times-Star 
Eighth Annual Payroll Poll. 


. . » WHAT APPLIANCES 
WILL CINCINNATIANS BUY? 





FREE to fac- 

turers and advertising ee ee 
agencies, “The TEN- Sea wl 
WISMS* of Cincine | “S==— | 
nati;” gives facts and His=f -- 


figures on Cincinnati’s SB SeS=2 
postwar electrical and = see 
gas appliance needs, =Sass : 
as revealed by a sur- === 
vey conducted by the % SSE: =? 
Cincinnati Gas & Elec- 

tric Company. Address 
your nearest Times- 
Star office. 
*TENWISMS—a coined word derived from th 
letters of the words “Things Everybody Needs 
Industry Starts Making Seme.” 
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HULBERT TAFT, President and Editor-in-Chief 
Owners and Operaters of Radic Station WKREC 


60 E. 42nd St. e CHICAGO: 333 N. Michigan @ WEST COAST REPRESENTATIVE: John E. Lutz, 435 N. Michigan, Chicago 
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Amana Society 


George C. Foerstner, general man- 
ager, Refrigeration Division, Amana 
Society, Amana, Iowa, has announced 
the appointment of E. L. Hinchliff to 
the sales staff of that organization 





E. L. HINCHLIFF 


Mr. Hinchliff brings to the Amana 
organization a wide experience in the 
public utility and appliance merchandis- 
ing fields. He will devote his efforts 
mainly to the marketing of the Amana 
Home Freezer line. 





Stewart-Warner Corp. 


Frank Helderle, who has been with 
the Stewart-Warner Corp. for eleven 
years, has been appointed western 
territorial manager for the Radio di- 
vision of the company, with headquar- 
ters in San Francisco, it was announced 





FRANK HELDERLE 





recently by Floyd Masters, thanager of 
the Stewart-Warner Radio division. 
Mr. Helderle’s territory will include 
Colorado, Wyoming, Idaho, Utah, 
Nevada, Montana, New Mexico, Ari- 
zona, Oregon, Washington and Cali- 
fornia, and the western tip of Texas. 


Detroit Lubricator Co. 


E. J. Doucet, general sales manager, 
Detroit Lubricator Co. has announced 
the appointment of R. S. Paltz as ad- 
vertising manager, to succeed W. H. 
Hohmeyer, who becomes manager of 
the company’s Oil Burner Controls 
Division. 

Mr. Paltz, who has been connected 
with the advertising department for 
several years, has had close association 
with the promotional activities of all 
the company’s products in the refrig- 
eration, heating and industrial control 
fields. 
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GIVE THIS NEW BATTERY 
A REAL LOOK... 





it's going to 


REVOLUTIONIZE your BUSINESS 
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Meer the new “Eveready” “Mini-Max” 
midget “B” Battery. Embodying National Car- 
bon Company’s exclusive construction, it crams 
22'2 volts into a space smaller than any bat- 
tery ever before conceived — approximately 
2/2 times smaller. 

Think what it will mean in your business to 
have a 2212 volt battery “no bigger than a min- 
ute” and handy as a match box. It means that 
the portable radio business — nipped by the war 
just as it was getting a good start—will return 
with an even brighter future. It also means that 
radios can be made for the personal use of an 
individual. Made small enough to fit snugly in 
a vest pocket or a lady’s handbag. 


In this connection, we’re cordially inviting 
America’s engineers and designers to consult 





with us. Bring your special problems to our en- 
gineers and our laboratories. We should like to 
cooperate with you in every way possible in 
order to speed the development of brilliant new 
battery uses for the good of the industry, right 
after the war. 





EVEREADY 


TRADE-MARKS 


MINI-MAX 


RADIO “B” BATTERIES 


NATIONAL CARBON COMPANY, INC» 
Unit of Union Carbide and Carbon Corporation 
3 
General Offices: NEW YORK, N. Y. 


The trade-marks “Eveready” and “‘Mini-Max” distinguish products 
of National Carbon Company, Inc. 
























bdjomalue 


Gives rigid,control of 
Temperature or Current 


{ 


’ 
ata a 
s 
> 





———_* 


i 























































MICRO SWITCH 


TEMP-COP 


Do you have an application requiring dependable, 
close control of temperature or current within pre- 
determined limits? If so, doubtless the versatile 
Micro Switch Temp-Cop will fill the need perfectly. 


The Temp-Cop, employing the famous Micro Switch 
snap-action principle, is built with a thermostatic 
bimetal element and is mounted on a ceramic 
block. Contacts open or close with a temperature 
rise; reverse action is automatic as temperature 
drops. 


Although small as your thumb, Temp-Cop is rugged, 
durable, dependable. . available in automatic re- 
cycling or for manual reset. Write today for full 


information. 
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Used as a thermostat on In frozen food lockers, the 
room heates, the TEMP- TEMP-COP closes an alarm 
COP prevents operation of circuit if temperature rises 
circulating fan until heater above the predetermined 
teaches desired point. point. 


Mounted on a hot water 
storage heater, the TEMP- 
COP acts as a thermostat 
to keep temperature uniform 
at all times. 


© First Industrial Corporation 
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Nash-Kelvinator Appointees 







S. R. SELLERS 


Nash-Kelvinator Corp. 


Three important staff members have 
been designated to handle Kelvinator’s 
three regional territories in its national 
post-war sales activities, Charles T. 
Lawson, Nash-Kelvinator vice-presi- 
dent in charge of Kelvinator Division 
Sales, said recently. 

The country has been sliced into 
three territories—east, west and Pa- 
cific, assigned respectively to S. R. 
Sellers, H. C. Patterson and C. J. 
Bachman. Their activities will come 
immediately under T. A. Farrell, as- 
sistant general sales manager in 
charge of the operations division of 
Kelvinator. 

Eastern manager Sellers was range 
sales manager of Kelvinator before 
drawing a full-time war assignment 
as assistant to the vice-president in 
charge of Detroit plant operations. 
Western manager Patterson was Cin- 
cinnati zone manager before the war, 
when he became assistant to the presi- 
dent, assuming charge of the com- 
pany’s Washingtor government office. 
C. J. Bachman continues as Pacific 
Coast manager, a post he was ap- 
pointed to just prior to the war. 


Buffalo Forge Co. 


The appointment of Charles C. Chey- 
ney to the position of sales manager of 
Buffalo Forge Co. is announced by 





CHARLES C. CHEYNEY 


Charles A. Booth, vice-president. Mr. 
Cheyney was for a number of years 
Chicago representative of the company, 
and in recent years has been assistant 
sales manager. 
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H. C. PATTERSON 
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Cc. J. BACHMAN 






Proctor Electric Co. 


Announcement has been made of the 
reappointment of Tom Kenna as Philadel- 
phia district manager for the Proctor 
Electric Co., Philadelphia by Robert M. 
Oliver, vice-president in charge of sales. 
His territory will cover eastern Pennsyl- 
vania, western Jersey and Wilmington, 
Del. Before the war Mr. Kenna repre- 
sented Proctor in the Philadelphia dis- 
trict, but for the past two and one half 
years he had been with the O. P. A. 

Edward J. Eckert has been appointed 
district manager of the Pittsburgh area. 
Mr. Eckert will make his headquarters in 
Pittsburgh and his territory will cover 
western Pennsylvania, eastern Ohio and 
West Virginia. He was formerly mer- 
chandise supervisor in the South East for 
Westinghouse. 


Atlanta District Manager 


A. H. Patton has been appointed dis- 
trict manager of the Atlanta territory 
Mr. Patton was formerly associated 
with Westinghouse Supply, W. D. 
Alexander Co., and the Georgia Power 
Co. His territory embraces eastern 
Tennessee, western No. Carolina, So. 
Carolina and Georgia. 

A. H. Buchanan is the new district 
manager of the Minneapolis territory, 
which comprises parts of Wisconsin, 
Montana, Wyoming, Kansas, Iowa 
and Minnesota, No. Dakota, So. Da- 
kota and Nebraska. 





A. H. PATTON 






Donald H. Sluman is the new Den- 
ver territory district manager. Mr. 
Sluman was previously associated with 
the company, and has had 11 years 
experience in the appliance field. 


MERCHANDISING 











Whether it’s an oil burner, or a motor, »* 
customers want to know what they’re getting | 
when they lay “cash on the line”. If the’ qi 
motor is Westinghouse—a name they trust wi 

—the sale is quicker. Millions of appliances, 46 CQ 
powered by Westinghouse motors, have 


given superior performance .. . sellin . yst 
and reselling the name Westinghouse for \ \os>- 
Ws 


over half a century. The buyer knows a 
Westinghouse motor will give him a real 
run for his money. 





This Westinghouse motor-acceptance 
brings business your way. Cash in on it ‘O 
by using the Westinghouse ‘Over-the- 
Counter” Motor Exchange Service for 
fractional horsepower motors. It takes the 

- Be grief out of motor servicing . . . and keeps 

ene customers happy. 
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ARE YOU USING THE WESTINGHOUSE 


“OVER-THE-COUNTER” MOTOR EXCHANGE SERVICE? 
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@ to keep customers happy 
@ to build good will 
@ to make more profit 


. . . ask about it today. Bulletin B-3336 tells all. Westinghoure 
ectric & Mfg. Co., P.O. Box 868, Pittsburgh 30, Pennsylvania. 





small motors 


Westinghouse 


PLANTS IN 25 CITIES OFFICES EVERYWHERE 


Mr. 
with 


fears 
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DOMESTIC REVEALS : 
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by magic... but convincing facts on prewar sales and postwar 
demand prove that sewing machines are one of the big five major 
appliances along with refrigerators, vacuum cleaners, ranges and 
washers. Sewing machines rank: 


23,400,000 sewing machines sold, more 
units than any other appliance. 


5 fst: ne 


/ _. gpewar SALES--- 


Tan 


A , to vacuum cleaners. 


on 


Ahead of ranges in dollar volume, close 


emANd..- 


The WPB study shows that there is a 
$255,300,000 pent-up market for sewing 


machines. 


Make this market yours with Domestic 


Domestic designs, construction, price and promotion plans are keyed 
to the sales and merchandising needs of you Appliance Retailers. 
National and local advertising and promotion will create acceptance 
for the first-quality Domestic line; complete training programs will 
show your salesmen how to make the big-ticket, profitable sales. 
The market for the Fifth Major Appliance is yours . . . with Domestic. 

Your jobber will give you the details of Domestic’s place as a 


major appliance . . . or write direct. 


SEWING MACHINE CO., INC 


CLEVELAND 1, O 
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EDWIN F. EDSALL 


Gibson Refrigerator Co. 


Reapportionment of post-war sales 
territories was announced recently by 
F. E. Basler, vice-president in charge 
of sales, as follows: William J. 
Browne, now co-ordinating Gibson’s 
prime contract for CG-4A troop-carry- 
ing gliders with the various subcon- 





GEORGE H. JAUD 


tractors has been assigned a post-war 
sales territory which will include the 
northern half of Illinois, most of Iowa 
and Wisconsin and the Upper Penin- 
sula of Michigan. 

Edwin D. Jacobs, veteran Gibson 
divisional manager, headquartered at 
the home office in Greenville, Mich, 
will cover Michigan, most of Indiana 
and northwestern Ohio. 

Edwin F. Edsall, prewar divisional 
sales manager in New York City, has 
been assigned to the Pacific North- 





~BROWER MURPHY 


west. The territory includes Wash- 
ington, Oregon, Utah, Idaho, most of 
Montana, part of Wyoming and east- 
ern Nevada. 


EDWIN D. 








JACOBS WM. J. BROWNE 





George H. Jaud will be division sales 
manager of the middle Atlantic territory, 
now set up to include most of Pennsyl- 
vania (both Pittsburgh and Philadelphia 
territories), southern New Jersey, Dela- 
ware, Maryland, Virginia, West Virginia, 
and northeastern North Carolina. 

The southeastern territory has been 
allotted to Brower Murphy of Atlanta, 
who will represent Gibson in Georgia, 
Florida, Alabama, South Carolina, most 
of Tennessee and North Carolina, and a 
portion of West Virginia. 


Westinghouse Electric Supply Co. 


In a move to prepare for expected in- 
creases in post-war business, W. A. Emer- 
son, Southeastern District manager of the 
Westinghouse Electric Supply Co., has 
announced six major District personnel 
changes. L. G. Hardy, formerly branch 
manager at Jacksonville and Tampa, Fia., 
has been appointed Southeastern District 
appliance manager with headquarters in 
Atlanta, Ga. C. W. Spengler of Miami, 
Fla., has been named acting manager of 
the Jacksonville branch. E. L. Hous- 
ton has been appointed acting manager of 
the Tampa Branch. S. R. Clark, formerly 
acting manager at Charlotte and Colum- 
bia, S. C., was appointed branch man- 
ager of Westinghouse at Charlotte. O. C. 
Rhodes of Tampa was made acting man- 
ager of the Columbia, S. C., Branch. 
And R. E. Hallman of Charlotte was 
made acting manager of the Greenville, 
S. C., Branch. 


New Duluth Manager 


The appointment of O. A. Bruneau as 
Duluth, Minn. branch manager was an- 
nounced recently by R. L. Brown, north- 
ern district manager. Mr. Bruneau suc- 
ceeds F. A. Johnson, who is retiring. 


Ferro Enamel Corp. 


Ferro Enamel Corp., Cleveland, Ohio, 
annunces the appointment of George J. 
Buerman as purchasing agent of the com- 
pany. Mr. Buerman’s duties will em- 
brace the purchasing activities of several 
divisions of the company, as well as Ferro 
itself. 

He has been with the company for ten 
years, formerly as assistant purchasing 
agent. 
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How True Story Uses 
Tue ‘Common Toucn”’ To Help Its Readers 
Meet Their Wartime Problems 


How could they marry? What about the parent they each supported; 
what about the impossibility of all living together? What about the 
draft? (February's opening True Story) . ....... Page 21 


® Mae ts 18, wants to leave home to study nursing. Her mother believes 
she should stay at home in equally important war work. Both Mae and 
mother discuss it in the February Home Problems Forum . . Page 4 


© How to make irreplaceable electrical appliances last longer: Home- 
making Editor Esther Kimmel’s interview with the Smithlines, True 
Story readers of Denver, Colo. (February Homemaker) . . . Page 87 
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W hat the huge Wage Earner market can buy is one thing. W hat 
it wants to buy may be another. W hat makes these peo ple respond, 


what gets them to say yes or no? 


Mark Twain had it; Lincoln had it. TRUE STORY has it... 
the uncommon quality of the common touch that warms the hearts 
of the common millions, makes them responsive, and makes them 


heed what you have to say ... about appliances or any other product. 


eon own om BUTE TORY 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE TOWARD BUILDING THE AMERICA WE WANT 
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Thus simple “home” test shows how porcelain 
enamel can withstand sudden and severe changes 
in tempe rature. C areful inspection of the formed 
iron sink, after the boiling water and ice test, 
revealed that the porcelain enamel remained 
glossy-smooth and undamaged. 

This is only one of the many practical house- 
hold advantages of porcelain-enameled sinks and 
kitchen appliances. Acid-resisting porcelain en- 
amel is not harmed by food or fruit acids—even 
lemon juice. It is magically easy to clean and 
seldom needs scrubbing or scouring. 


Unlike many other finishes, porcelain enamel 


Scald it! Ice it! Scald it again! 


Even this can’t harm 


PORCELAIN ENAMEL 










































is a solid mineral substance fused on a special 
kind of iron at around 1550°F. Its gleaming 
beauty should last for the life of the appliance. 
The metal base is highly important to this 
“lifetime” That is why most manu- 
facturers insist on Armco Enameling Iron, the 
most widely used metal for this exacting purpose. 
To identify its use, ask the manufacturer to put 
Armco labels on the products you will sell after 
the war. The American Rolling Mill Company, 
1001 Curtis Street, Middletown, Ohio. 


durability. 


Help finish the fight— with War Bonds 
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NATIONALLY ADVERTISED FOR OVER THIRTY-ONE YEARS | 
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American lroning Machine Co. 


Joseph Groshans, general sales man- 
ager of the American Ironing Machine 
Co., announces the appointment of Os- 
car Hogenson as their division man- 
ager covering Washington and Oregon 





OSCAR HOGENSON 


Mr. Hogenson was formerly con 
nected with the North Coast Electric 
Co. at Seattle. He was also previ- 
ously in the retail appliance business 
His headquarters will be at 95 Con 
necticut St., Seattle, Wash. 


Adel Precision Products Corp. 


C. H. Wilson has been appointed 
assistant sales manager, consumer 
products division of Adel Precision 
Products Corp., Burbank, Calif. and 
Huntington, W. Va., according to an 
nouncement made recently by Ray 
Ellinwood, president. 

Mr. Wilson has spent over 25 years 


ae 
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=? y 
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Cc. H. WILSON 


in the distribution and sale of hous: 
hold appliances. He has been connected 
in an executive capacity with such 
well-known distributors organizations 
as Leo J. Meyberg of San Francisco 
and Los Angeles and Strong, Carlisle 
and Hammond, Cleveland, Ohio. For 
three years he was manager of thie 
Cleveland district for General Ele: 
tric Supply Corp. 


Sammons Leaves Iron Fireman 


E. C. Sammons recently announced 
his resignation as vice-president of the 
Iron Fireman Mfg. Co., to accept a 
position as president of the U. S. N 
tional Bank of Portland, Ore. 

Mr. Sammons is a past president of 
the Stoker Manufacturers Association 
and served for a number of years a; 
a member of the executive committe 
and has been a member of WPB a: 
OPA Stoker Manufacturers Industry 
Advisory Committees 
inception. 
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IN ADVERTISING, a straight line is the shortest 
distance between the point of sale and the 
point of decision. In The American Magazine, 
that line is a “two-party” line that rings the 
cash register with millions of convenience- 
— minded women, and millions of gadget-conscious men. That’s 
sected why you'll find Westinghouse advertising its Laundromat — 
such hls 
izations the post-war “dream” product already come true — in The 
——. American Magazine. Westinghouse knows tha e American 
Carlisle A Mag Westinghouse k that The A 
* For Magazine is edited with dual sex appeal; that it double-exposes 
0 t ue . . . . 
| Ele advertising to multimillions of aspirational American men and In the Service 
women, who buy The American Magazine on the newsstands, f th \ 
an who subscribe, or who beg, botrow, or steal somebody else’s copy. of the Nation 
jounced 
: of the 
cept a 
S. N 
THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
dent of 
ciation PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
Pars a3 
mitte 
Band 
idustr) 
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types of crates. 


@ Wirebound Box Manufacturers 
Association, Room 1826, 


Borland Bldg., Chicago 3, IIl. 


° 
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BOXES & CRATES 
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ready to pack 
in less than a minute! 








to pack is typical of Wirebounds of any size. This 


and, with the use of a simple hand tool, are 


after a Wirebound is packed, the closure time 


is but a fraction of that required for other 




















The speed with which this large crate is set-up and ready 


high-speed, low-cost assembly is possible because 


Wirebound Crates require minimum time to assemble... 


ready to pack in less than a minute—and, in addition, 








Send today for your free copy of 
this 24-page book, “YOUR 
PRODUCT. . . How to ship it safely 
and at lower cost.’’ Here are a few 
of the important points covered ... 


@ how to reduce 
shipping charges 
with a Wirebound 
that safely elimi- 
nates excessive 
weight! 


@ save 50% ormore 
time in assembling 


and closing! 


@gain greater 
strength, eliminat- 
ing costly loss and 
damage claims! 


@ save valuable 
space in your ship- 
ping department! 








> 
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Admiral Corp. 


Ross D. Siragusa, president Admiral] 
Corp., announced the appointment oj 
Wallace C. Johnson, Midwest regional 





WALLACE C. JOHNSON 


manager as manager of Field Activities 
for the entire United States on all Ad- 
miral products. 

Mr. Johnson joined Admiral in June of 
1944. 





Bendix Radio Div. 
Bendix Aviation Corp. 


Appointment of Harold Detrick as chief 
engineer for the company’s forthcoming 
line of AM and FM radios and radio- 
phonograph combinations was announced 
recently by W. L. Webb. director of eng 





HAROLD DETRICK 


neering and research of the Bendix Radio 
division of Bendix Aviation Corp. 

Webb also announced the appoinment of 
Charles P. Geyh, formerly associated with 
General Electric and RCA in cabinet de- 
sign activities, as cabinet design and pro- 
duction engineer for Bendix Radio. 

Detrick formerly was chief engineer ol 
the General Instrument Corp., Elizabeth, 
N. J. and previously assistant chief engi- 
neer for Stewart-Warner. 





New Research Chief 


Appointment of Arthur C. Omberg as 
chief research engineer of the Bendix 
Radio division was also announced by 
Mr. Webb. 

Omberg, formerly assistant chief of the 
operational research branch of the U. 5 
Army Signal Corps, will be responsible 
for all Bendix Radio long term product 
development and electronic research 1 
radio, radar and television, Webb stated 

Webb also announced the appointment 
of Dr. Harold Goldberg, formerly senior 
engineer of the Stromberg-Carlson Co 
as a research engineer of the Bendix 
Radio staff. 
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0, WHAT A GLORIOU5 DAY! .... 
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Quality Radio Since 1920... 
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And Sentinel is ready to start delivery as soon as the “green light” 
goes on. Delivery will be made on a wide variety of exciting new 
cabinet models, styled by leading designers... every model will 
have the rich, vivid studio tone for which Sentinel is famous. 
Every set will represent an extra profit opportunity for you. 

With quick deliveries assured, Sentinel offers you a sound, 
constructive dealer plan that’s built on established consumer 


acceptance and sure profits. 


SENTINEL RADIO CORPORATION 
2020 Ridge Avenue *® Evanston, Iilinois 
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Invisible 


Janitor 


Sauce Vous of Fuel! 


BUILD BACKLOG OF INSTALLATIONS NOW! 


—_—_ 
ql | ’ 
‘a 





Installing an “A-P” 3-Piece Automatic Heat Regulator Set 
is definitely a “must” when production is again permit- 
ted. The unit saves fuel and insures uniform, healthful 
temperatures with hand-fired furnaces. 


First, attach an “A-P” Thermo- 
stat to an inside wall — about 4 
feet above floor is good. This 
is the invisible janitor that 
“floats” the fire, keeping it at 
maximum efficiency without 
heat loss. 





Finally, install the “A-P” Damper 
Regulator Motor, Connect to 
both the Room Thermostat and 
Parts of this 
unit are wear-resistant and anti- 
corrosion treated to avoid rusting 
from summer basement dampness. 


the Limit Control. 





Next, put an “A-P” Limit Control 
on the bonnet of the furnace. 
This is essential. It prevents furn- 
ace heat overshooting room ther- 
mostat settings. Set the Limit 
Control to outside temperature. 





a 


BECAUSE present Government regulations prevent production 
of “A-P”’ Automatic 3-Piece Heat Regulator Sets, these units 


are not available now. 


However, when war manpower rules 


and materials allow, we will ship these esseniial fuel-saving 


Controls again. 


Write For Details 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street 


° Milwaukee 10, Wisconsin 


DEPENDABLE 


CONTROLS 


FOR HEATING e AIR CONDITIONING e¢ REFRIGERATION 
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APPLIANCE 


NEW PRODUCTS 





SPARTON Vaporizer 


The Spartan Co., 1428 W. 28th St., 
Minneapolis, Minn. 


Device: Spartan automatic steam 
vaporizer and humidifier model 101. 

Selling Features: Automatic—current 
shuts off when water is gone; pro- 
duces steam 20 seconds after unit is 
plugged in, the manufacturers claim; 
half-gal. capacity—runs approxi- 
mately 4 to 5 hrs.; compact, non- 
tipping case 5 in. high, 54 in. wide, 
8 in. long; satin aluminum top; 
Durez plastic main container; sepa- 
rate medicant chamber; 110-115 
volts; 300 watts, a.c. 

Shipping: Started early in April. 

Electrical Merchandising, May, 1945 





TELECHRON Range Timer 
Warren Telechron Co., Ashland, Mass. 


Device: Model E-10 timer for range 
installation. 

Selling Features: Powered by 2-watt 
synchronous motor; designed for 
operation on regulated a. c.; can be 
furnished for 115 or 230 volts; easily 
set to desired timing period from 1 to 
60 minutes; strong buzzer signal can 
be heard through house and contin- 
ues until manually turned off; to- 
tally enclosed motor; can be sup- 
plied with or without dial knob. 

Electrical Merchandising, May, 1945 


v 


SYLVANIA Fluorescent 
Starters 


Sylvania Electric Products Inc., 
Salem, Mass. 


Device: Two new manual re-set type 
starters for 100-watt fluorescent 


MAY, 





lamps, designated as COP-6 and 
COP-64. 

Selling Features: COP-6 is a 2-con 
tact starter; COP-64 is provided 
with 4 contacts for use in fixtures 
designed for another type of start 
ing circuit; especially designed to 
cut out deactivated lamps and to 
eliminate lamp flashing and damage 
to ballasts; Push-button manual re- 
set; similar starter for 40-watt 
lamps is also available. 

Electrical Merchandising, May, 1945 





CASCO Heating Pads 


Casco Products Corp., 
Bridgeport, Conn. 

Device: Casco Wetproof 30-heat heat 
ing pads. 

Features: Any one of 30-heats may 
be obtained by setting dial; Nite- 
Lite on dial for use during night; 
wool-type covering (which looks 
like gabardine) is water-repellent, 
and can be used over wet dressings ; 
55 watts, 115 volts. 

Prices: 3 models — approximately 
$4.00; $5.50; and $6.50 ($4.00 model 
will have only 3-heats). 

Shipment: Priority given to sick 
people and hospitals. 

Electrical Merchandising, May, 1945 





JEWETT Carton Filler 


Jewett Associates, 18 Letchworth St., 
Buffalo, N. Y. 


Device: Fillers for frozen food cartons 

Features: Each carton set consists 
of one funnel and two or three wire 
frames—sizes depending on type of 
package to be used; wire frames 
slide into cellophane liner, insuring 
a perfectly filled carton with no 
wrinkles to crack later—carton can 
be slid easily over liner. 

Electrical Merchandising, May, 1945 


1945—ELECTRICAL MERCHANDISING 










14 


thn ®& aH oo elCOF 


Mmetn exe e—lhlUC(“ Dt (iti lle 


Mrs. WHITE turns right 
+-at this trattic light / 





and 


-con 























vided 
tures 
start 
od t 
id to 
mage 
il re 
-watt 
1945 
heat 
may 
Nite- 
ight; 
looks 
Hent 
ings ; O . 
NCE bitten, twice shy. 
node! That’s Mrs. W. to a T. 
sick Once upon a time, she picked up some 
945 dubious merchandise at a bargain— 
and lived to regret it! 
So you’ve waited—and waited—and waited, 
while she wondered and pondered and 
wondered. The phrase “waiting on a customer” 
was invented for moments like this! 
But—look! As if she sees a green traffic light, 
Mrs. White turns right into action. 
She has discovered the 
Good Housekeeping Guaranty Seal! . 
For Mrs. W.—as for millions of others— 
this seal is evidence of value. 
It has taken us many years—it has cost us 
hundreds of thousands of dollars—to earn 
St. the faith women have in the 
Good Housekeeping Guaranty Seal. a 
uelete They have this faith because they realize that— i? G d d k e 
wire : 
36 of ) 00 ouseKkeeping 
sles “al eo ive thi lt 
Aring : we give is seal to no one : 
* Guaranteed by g ? 
~ Good Housekeeping) —the product that has it, earns it The Homemakers’ Bureau of Standards 
as 
1945 
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A sure thing 35 years ago 
that’s still a cinch, today! 


The horse might not be worth a second 
look as a money-maker but the story 
behind the currying machine is. 
this was the first portable electric 
vacuum cleaner, the grand-daddy of all 
the profitable household cleaners of a 
similar type you sold before, and will again after the 
war. Why the horse came ahead of the housewife we'll 
never know. But the important thing then, as always, 


was in getting started. 


Thirty-five years ago, Hamilton Beach 
made that beginning. Since then, we 


5 sy have always tried to help our dealers 


Co 


Remember the buying-wave that came with 
the Hamilton Beach introduction of the first 
portable sewing-machine motor, the first cake 
mixing machine or early model food mixer, 
the first modern type drink mixer? All were 
Hamilton Beach “firsts” and the volume that 
you and other dealers ran up on them is a 


matter of record. 


So much for the past. (Maybe our 35th birthday made 
us a bit chesty.) But tomorrow’s goods can’t be sold on 
yesterday’s reverie. What you want is more “firsts. 
And we're going to try hard to get them to you. That's 
something you can bet your bottom dollar 
—% 4 on—and win. Hamilton Beach Company, Divi- 
sion of Scovill Manufacturing Co., Racine, Wis. 


5 


HAMILTON 
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not alone by the manufacture of qual- 
ity products—priced right to sell—but 
by continually developing newer, better, sales-making 
appliances to increase their profit. 








IT'S ALL IN THE FAMILY—Henry Fallucca, proprietor and manager of Henry's 
Washer Service, Springfield, Ill., has moved to new quarters at 21! North Sixth St., 





where he specializes in repair of washers and cleaners only. He is assisted by his 
wife and brothers shown above, left to right: Mrs. Henry Fallucce, bookkeeper and 
office work; Henry Fallucca, proprietor; and the workshop gang—Nick, Albert and 


Angelo—all Henry's brothers. 








NorwaLk, Conn.—Jim’s Radio Ser- 
vice, 69 Lexington Ave., South Nor- 
walk, Conn., was recently incorporat- 
ed by Vincent Scianna. 


3RIDGEPORT, Conn.—Certificates of in- 
corporation were recently granted to 
Radio Service Specialists. Principals 
are Bernard Waldman, Fairfield; Bert 
B. Keller, Westport. 


Hartrorp, Conn.—Chesters Electri- 
cal Appliance Repair Service was re- 
cently incorporated. They will be lo- 
cated at 566 Franklin Ave. Harry 
Chester of the City Hall Restaurant is 
the principal subscriber. 


Brinceport, Conn.—Capitol Appliance 
Co., was recently granted certificates 
of incorporation. Stock was sub- 
scribed by Edward De Angelo; M. J. 
Serfozo; Stephen Hossafsky; Frank 
Gallucci and A. T. Kelly, Jr. 


GREENWICH, Conn.—Edward and Vir- 
ginia Kohlsaat recently applied for in- 
corporation papers for the Home 
Electric Co., 18 E. Elm St., Green- 


wich, Conn. 


Montrose, Coto.—C. V. Mash recent- 
ly opened a new appliance store at 307 
Main Street under the name of Mash 
Appliance Co., where he will become 
a dealer for Zenith, Maytag and Thor 
— 

Fort Myers, Fra.— Bill Newton re- 
cently announced plans for construct- 
ing a $50,000. modern building at 1122 
First St., to house a combined electri- 
cal appliance, sporting goods and music 
store. 


Perry, Fta.—John Shay, who for two 
years has been located at Foley oper- 
ating the Foley Motor Co., has re- 
turned to Perry to re-open his radio 
and appliance repair shop. 


Macon, Ga.—The Mac Millan Elec- 
tric Mold and Rubber Co., of Macon, 
Ga., have decided to add to their 
present stock of electric tire recapping 
equipment, a full line of nationally ad- 


vertised electric appliances. Ray T 
Ringler has been employed to manage 
the new division. 


Preston, Ipano—Ownes Baur and 
Clarence Kendrick recently reopened 
the Preston Etectric Co., at Presto 

Idaho. They recently purchased the 
building they are in and have added a 
line of furniture to their stock. They 
have been successful in making conne« 

tions with some prominent manuta 

turers of furniture and appliances. 


Preston, InpAHo—C. C. Adamson, well 
known Idaho businessman, recent! 
opened a new store in Preston Idaho, 
known as the C. C. Adamson Co., 
handling milkers, water pumps and 
electrical appliances. They are au- 
thorized dealers for Westinghouse, 
Fairbanks-Morse pumps and Conde 
milkers. 


INDIANAPOLIS, IND.—Approved appli- 
inces Co., Inc., 1555 N. Meridian St 
was recently incorporated to deal in 
household appliances and other per- 
sonal property. R. E. Jones, L. E 
Winkler and Rudolph M. Crandell 
are the incorporators. 


INDIANAPOLIS, IND.—The United Dis 
tributing Corp., 632 Architects & 
Builders Bldg., were recently incorpo- 
rated for 2,000 shares of common and 
1,000 shares of preferred stock at 
$100 par value, to do a wholesaling and 
retailing business in appliances, furni- 
ture, etc. Incorporators are Charles 
J. Kruse, Charles A. Greathouse and 
Joseph E. Cain. 


Dusugue, lowa—Stampfer’s Farm & 
Home Store has opened for business, 
handling household appliances, radios 
etc. W. E. Strait is manager. 


WincuHester, Ky.—Henry & Smith 
Appliance & Engineering Co., 21 
So. Main St,. has been formed by C 
R. Henry and J. R. Smith, to deal in 
commercial and domestic refrigeration 
heating, air conditioning, ventilatin 
and cammercial lighting and all typ¢ 
of electrical appliances. 
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IMPORTANT TO ADVERTISERS 
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A NATIONAL SHOW 


for your product 
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‘37.200 A YEAR 
: complete 
‘ ah 
* 
Th 
“arn OME shows entertain with music. Others with spoken 
: S words. This show entertains with good reading. It is 
cen Redbook magazine and its audience so enjoys it, that they 
: a a = spend 25c for Redbook . . . and three hours reading it. 


Pus They are as discriminating, worth while, cohesive an 

Cond This is Rose Franken, creator of “Claudia. Miss Franken : 3 an FF 
has written 28 “Claudia” stories for Redbook so enter- audience as any other. Yet to do an important selling job 
taining that a hit play and a hit movie were written around , ; 

appli- them. Just two of the “Claudia” novels have sold well over on them — with a full page in every one of Redbook’s 12 

in St 2,000,000 copies. 

eal in Miss Franken’s fiction is just one example of the kind of issues — costs only $37,200 complete, not $370,000! 

r per- brilliant entertainment that gathers together an audience F 

re of 1,500,000 families for your product's advertising (better 

-andell than a 5.0 rating). Redbook is a national show — for your 
product 





So even though Redbook’s space is sold out 





; Dis- at the moment, it is not too early to make 
sorpo- plans for the day when space is available. 
mn and 
ck at 
ig and 
furni 
harle 
fe and 
Six million—the size 
4 sal of a modern army: 
radios, Approximately one out of every 
5 U. S. families read Redbook, 
Cosmopolitan, and American, 
Smit! THE 6 MILLION GROUP — with 
es in every issue of all 3 magazines 
by C less than 15% duplication. Lit- 
leal i erally,an army of people for your 
ratiol advertising to command — at a 
ilatin cost of $160,000 for 12 full pages 
type 
SING 
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PRODUCTS 


Flat Irons 
Toasters 
Waffle Irons 
Sandwich 
Toasters and 
Grid-A-Bouts 
Table Stoves 
Heaters 
Poppers 
Coffee Brewers 
and Stoves 
Soldering Irons 
Curling Irons 
Hair Driers 
Mixers 
Heating Pads 
Infra-Red Lamps 
Fans 





WORTH 
WAITING 
FOR! 


Beautiful, well designed, electrical appliances 
don’t just happen. They are the result of pains- 
than 
that, Dominion appliances incorporate the results 
of many years experience in building these pro- 
ducts. The Dominion line is a profitable line! 
When you see it, you'll agree more than ever that 


it is - Worth Waiting For! 


—— 


taking engineering and research. More 


Put your shoulder to the wheel, support 
the 7th War Loan May 14 to June 30. 









SS 


ominion 


TRADE MARK 


> J 


48-HOUR REPAIR SERVICE—in their new quarters Radio Service & Engineering 
Co., Salt Lake City, has six sound proof laboratories where technicians can concen 
trate on one machine at a time without interference, thereby speeding up service 
In addition, C. V. Behunin, owner, said they have a “drive-in auto radio repa'; 
department in the rear where auto radios can be serviced rapidly. 

















DOMINION ELECTRICAL MFG.,INC. 
Mansfield, Ohio 
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St. Louris, O.—General Appliance & 
Supply Co., 506 Alive St., was recently 
incorporated to buy, sell and deal at 
wholesale and retail all kinds of heat- 
ing, stokers, air conditioning equip- 
ment and oil burners, electrical appli- 
ances etc. 300 shares at $100 par value 
vas authorized and subscribed by John 
M. Owen, N. M. Price, T. L. Grant- 


ham, all of St. Louis 


Kennett, Mo.—Certificates of incor- 
poration were granted recently to 
Delta Service Co., Kennett, Mo., to 
engage in buying and selling electrica! 
appliances, heating equipment of all 
kinds, and in repair and maintenance. 
300 shares at $100 par value was sub- 
scribed by R. M. Miller, Charolyn 
Baker, Chas. B. Baker and T. A 
Brown, Jr., all of Kennett. 


CLAREMONT, N. H.—Purchase of the 
V. W. Hodge radio shop located at 
8 Sullivan St., was announced recent 
ly by Ernest J. Bonneau, who plans 
to retain the Hodge name and present 
per sonnel 


Burra.o, N. Y.—A business name was 
filed recently for the Reliable Appli- 
ance Service by Walter Wheelright, 
5504 Main St., Williamsville, N. Y. 


Cotumsus, O.—Westgate Furniture 
& Appliance Co., 3322 W. Broad St., 
opened recently and will handle new 
and used furniture and appliances. 
Joseph F. Ryan, 173 Deomorest Rd., 
Columbus, O., is owner and general 
manager. Plans are under way for 
remodeling the building. 


Crnctinnati, O.—Tri-State Distribut- 
ing Corp. which handles radios, wash- 
ers, air conditioning equipment, has 
leased the building at the corner of 
8th and Broadway. The 5-story and 
basement building will provide more 
than 40,000 sq. ft. floor space. 


PorTLanp, Ore.—Articles of incorpo- 
ration were recently filed by Earl 
Flatt, Louise E. Flatt and Arthur Wm. 
Riedel for a firm to be called “Furni- 
ture & Appliance Distributors, Inc.,” 
with plans for conducting both a whole 
and retail business. 


MAY 
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PorTLAND, Ore.—Gerald Bashow, 1969 
5S. E. 25th St., is planning to ope: 
electric shop in the near future. 


PorTLAND, OreE.—W. L. May Co., elec 
trical repairs and appliance distr 
butors has opened at 215 N. W. Park 
in Portland. 


Orecon City, Ore.—Rodda Electric 
Co., with M. S. Rodda, owner, | 
opened at 911 Seventh St., Oreg 
City, specializing in electrical appli 
ances 


Tirren, O.—LaSalle & Koch Co., ! 
leased a downtown site in Tiffin, O., 
where they will establish a bran 
store soon. This is the second bra 
store announced by La Salle & Kochi 
they recently bought A. Froney & 
3owling Green, O. They will ha 
appliances in these branch outlets. 


~ 
) 


HARRIMAN, TENN.—L. V. Pickell! 
manager of Electro Mechanical E: 
gineering Works, announced recently 
that his firm is planning to carry a 
complete line of electrical appliances 


KNOXVILLE, TENN.—With Creed Long 
as manager, Three Bros. Supply C 
has opened a new electrica! store a 
service shop on Walnut Street. 


Datias, Texas—Concord Radio Cor 
of Jacksonville, Florida, were recent)) 
granted permission to do business in 
the state of Texas. They will have a 
office in Dallas and F. F. Bokern ! 
been made agent for service 


Satt Lake City, Uran—L. A. Ko 
by, manager of the Time and Instru- 
ment Co., reports they are now located 
in their own building at 57 Richards 
St. They were formerly located in 
the Dooly Bldg. The company is a 
authorized factory service agency for 
a large line of appliances 


Woopstock, Vt.—Chariles Stimets r« 
cently announced the opening of the 
Stimetz Electrical Service. Besides 
offering general repair service, Stimets 
will specialize in oil burners and wil! 
stock available merchandise in the line 
ot G-E, Century Automatic oil burn- 
ers and DuoTherm water heaters. 
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' Allied fighters and bombers have established one type of air control. Another 
type, almost equally important, has been established by Allied radio equipment 
and electronic devices. For, through the effective-application of high-frequency 
impulses, skilled technicians of the Army and Navy control communication 
channels—detect and locate enemy planes, shipsand_submarines—coordinate 
the movements of aircraft, ships and combat vehicles—direct artillery fire. 
Delco Radio Division has contributed materially to this air supremacy through the 
development and production of varied Delco Radio products, ranging from 
compact mobile radio sets to highly specialized radar equipment still masked in 
ee nate Sette, General Motors, Corporation, Kokomo, Indiana. 











Keep Buying Wer Bonds 
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tetail Dealer supplies the only proper channel for 


ROYAL Cleaners in the hands of the ultimate 


ROYAI 


public. The 
the Retail Dealer 
inct and invaluable serv- 
to the uiler warehouses complete stock 
ROYAI leaners and parts. He supplies the 
effective cooperation in sales promotion 
Retailer im every 


sale of ROYAI 


possible way to 
Cleaners and thus 


rot 


fail pro 1ts 
Ihe ROYAL Distributor organization is a “blue book” 
Wholesalers. Many have been with us 
more than twenty years. They are uniformly con- 


t Americat 


tructive and efficient in their service to the Retailer. 

have proven through many years’ experience that 

the ROYAL policy of distribution through high grade 

Wholesalers is the most helpful and efficient for every 
ncerne 

ROYAL WILL PRESENT soon after “V-Day 

‘f quality cleaners in both conventional and 


a com- 
ete line 
nder’ models 
We urgently advise that you arrange with 
your ROYAL Distributor for a post-war 
In that way you can be assured 
of preferred delivery 
With ROYAL yeu can meet and beat any 
type of competition, including 
private brands 


The P. A. Geier Company 
540 E. 105th St. 
Cleveland 8, Ohio 


franchise 


CONTINENTAL ELECTRIC CO., LTD. 


Toronto, Ont., Canede 





Leh 4:\ -— the WORLD 
for VALUE 





ELECTRICAL LEAGUE ACTIVITIES 





Bartlett Resigns From 
Washington Institute 


J. S. Bartlett, managing director of 
The Electric Institute of Washington, 
resigned recently, to become assistant 
commercial manager of the Potomac 
Electric Power Co. He will be able to 
continue his interest in the Institute 
and all of its activities in his new posi- 
tion, however. 


J. S. BARTLETT 


Pending the appointment of a man- 
aging director to take Mr. Bartlett’s 
place, Wm. G. Hills will be in charge 
of Institute affairs. 


Tue Evectric CLus or SAn Drieco 
has elected the following officers for 
1945: president, George R. Gray, San 
Diego Gas & Electric Co.; first vice- 
president, Oscar G. Thompson, Gen- 
eral Electric Supply; second vice- 
president, Marvin Musgrave, San 
Diego Gas & Electric Co.; secretary- 
treasurer, Don Sylvester, San Diego 
Gas & Electric Co. ; directors : William 
W. Powell, Coast Electric Co., Bart 
A. Murray, Electric Supplies Distrib- 
uting Co.; A. H. Jewell, Graybar 
Electric Co., F. D. Ide, Don Lee 
Sroadcasting System, Frank Porath, 
San Diego Gas & Electric Co. 


NEW PRESIDENT of the Electrical 
Services League of British Columbia, 
succeeding the late E. E. Walker, is 
T. H. Crosby, district manager of the 
Canadian Westinghouse Co. Ltd. T. C. 
Clarke, district manager of the North- 
ern Electric Co. and James Lightbody, 
publicity manager for the B. C. Elec- 
tric Railway Co. were re-elected hon- 
orary treasurer and honorary secre- 
tary respectively. W.C. Mainwaring, 
manager of the merchandising division 
of the B. C. Electric has been added to 
the League’s council. Others who will 
continue in office for another year are 
W. D. Robertson, district manager of 
the Canadian General Electric Co., H. 
Gaugh and R. Beaumont. R. Hall has 
been retained as executive secretary. 
J. R. Dooley, formerly with the Hud- 
son’s Bay Company and for the last 
two years engaged in war service, has 
joined the field staff of the League at 
Vancouver Hope has been ex- 
pressed that the activities of the 
League may be extended beyond Van- 
couver to cover other sections of 
British Columbia, eventually embrac- 
ing the entire province. 


MAY, 


MEMBERS OF THE ELECTRICAI 
LeAGuE oF Utan have elected Ora H 
Barlow, Salt Lake district sales super 
intendent of the Mountain States Tele 
phone and Telegraph Co., president fo: 
the coming year. He succeeds Kim 
ball Vance. 

Other officers elected include: O. R 
Bigelow, Paris Co., vice-president ; 
George Herrod, Herrod & Co., chair 
man of Ogden section of League, vic« 
president; and J. F. McAllister, man 
ager, residential sales, Utah Power & 
Light Co., secretary-treasurer, A. N. 
Vendell was named secy-treas. of the 
Ogden section; George L. Nelson was 
reappointed League manager. 


IN LINE WITH ITS TREND away from 
merchandising and promotional activities 
and toward greater emphasis upon oper- 
ational and engineering problems, the 
Rocky Mountain Electrical League has 
recently appointed Ralph B. Hubbard 
engineer and utility executive, to take over 
the direction of League affairs. Adequate 
wiring and load building are still promi- 
nent on the list of projects which the 
League has on its program. 


NEW OFFICERS OF THE SAN FRANCISCO 
unit of the Northern California Electri- 
cal Bureau, elected recently are: 

Peter Saxe, Sterling Furniture Co., 
president; H. Conrad, Shirar-Young Co., 
vice-president; C. P. McCarthy, P. G 
and E., secretary-treasurer; Clyde Allen, 
Graybar Electric Co.; John N. Barker, 
Westinghouse Electrical Supply; Everett 
Carlson, Central Electric Co.; C. W. 
Caulkins, Thompson & Holmes; C. A 
Dahl, G. E. Supply Corp.; Ed Dowd, 
Dowd-Seid Electric Co.; Henry Gilmore 
McNally Appliance Co.; Jack Hickey; 
Roy Hurd, Hale Bros.; Ed Lachman, 
Lachman Bros.; Wm. Lancaster, Leo J 
Meyberg Co.; W. J. Lee, Sherman, Clay 
& Co.; J. H. Lindenmeyer, The Empor- 
ium; Guido Menicucci, Arc Electric Co.: 
M. P. Meyer, Nathan-Dohrmann Co.; 
Charles Redlick. Redlick-Newman Co.; 
L. D. Stull, Apex-Rotarex Mfg. Co.: 
Frank Talcott, P. G. & E.; J. T. Temple 
ton, H. R. Basford Co.; Philip .\. Wood 
J. H. Wiley Co., directors. 





RUNNING SINCE 1928—The above Ice- 
O-Matic refrigerating unit, produced by 
Williams Oil-O-Matic Heating Corp. 
Bloomington, Ill., has been continuously 
running since 1928. 
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RICA 
ra H 
super 
Tele 
nt for 
Kin 


IRONS + TOASTERS 
FOOD MIXERS + VACUUM CLEANERS 
COFFEE MAKERS *« ROASTERS * WAFFLE IRONS 
HOT PLATES « VIBRATOR MASSAGERS 


RM Saycccred by Leading Desigucs for 


a New Beauty — New Utility Value 
7 and for Trouble-Free Efficiency 


* 


You can expect mew appliances from Miracle — 


useful and practically efficient work-savers that will 
make sense to aggressive dealers and value-wise 
home makers. 


And—when civilian goods are released from today’s 
necessary restrictions —you can expect these Miracle 
— Home Appliances in profitable quantity, for the 
% Miracle factories are equipped and tooled for tre- 
Be. , mendous mass production. 
Wood - 


Here, in the Miracle Line, you’ll find no futuristic 
gadgets. Instead, you will be provided with sound 
and salable merchandise that is made right, priced 
right, and styled for merchandising action. 


A limited number of distributor and jobber fran- 
chises are still open. Inquiries from qualified 
wholesalers should be directed to this office. 


MIRACLE ELECTRIC COMPANY 


DIVISION OF MIRACLE PRODUCTS, INC. 
(SINCE 1925) 


36 SO. STATE ST., CHICAGO 


Sales Offices: 






































Even Quija doesn’t know! 


And that puts us all inthe same boat. Furthermore, we 


are so deep in top-urgency war work at this point that 
we haven't timeto do much speculating onthe date when 


we might resume production of Toastmaster* toasters. 


But, like you, we’re human. We want to get back in 
ehe old stride the minute it’s right and proper to do so. 
We want to give you America’s finest toasters to sell... 
and that’s what we're going to give you. You can count 
on Toastmaster for the utmost in quality ...in engi- 


neering, performance, durability, and beauty. 


Also, you can count on the biggest demand in the 
table-appliance field. Toasters are one of the top items 
on America’s “want list."” And Toastmaster toasters 
lead the field as the brand people know and look for- 
ward to buying. With our advertising now cultivating 
and expanding the demand, the certainty of bigger- 
than-ever volume and profit is yours... with the 
Toastmaster line. 

Yes, we’re keeping you constantly in mind. And 


when the time comes we'll have what you can sell best! 


"0.4 


TOASTMASTER Aroducha 


*"Toastwasten”™ is the registered trademark of McGraw Flectric Company, Flgin, Tl. 
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PROCTOR FRANCHISE PRESENTATION—Framed distributor franchises are being 


presented to Proctor distributors throughout the county together with a statement 
of Proctor distributor policy. Above, H. S. Perkins, assistant to vice-president in 
charge of sales is shown presenting franchise to Robert Litchfield, merchandising 
sales manager of Graybar. Proctor's New York district manager, Dan Thompson 


looks on. 





DISTRIBUTORS APPOINTED 





American Central Mfg. Corp. 


The American Central Mfg. Corp. 
Connersville, Ind., has its post-war 
sales set-up for steel kitchen sinks 
and cabinets complete, according to 
C. Fred Hastings, general sales man- 
ager, who announced the following 
national list of 65 franchised distribu- 
tors: 


Jules Alexandre, Inc., Harrisburg, Penna. 

American Sales Co., Columbus and Day- 
ton, O. 

The Artophone Corp., St. Louis, Mo. 

Beaucaire, Inc., Rochester, N. Y. 

W. Bergman Co., Inc., Buffalo, N. Y. 

The Bimel Co., Cincinnati, Ohio 

Broome Distributing Co., Inc., Syracuse 
and Binghamton, N. Y., and Scranton, 
Pa. 

Bruno-New York, Inc., New York, N. Y. 

Cloud Brothers, South Bend, Ind. 

Crumpacker-Covington Co., Houston, 
Tex. 

D'Elia Electric Co., Inc., Bridgeport, 
Conn. 

The Eastern Co., Cambridge, Mass., and 
Providence, R. |. 

Empire State Distributors, Albany, N. Y. 

Farrar-Brown Co., Portland, Me. 

Federal Distributing Co., Kansas City, 
Mo. 

Federal Distributing Co., Wichita, Kan. 

555, Inc., Little Rock, Ark. 

Flint Distributing Co., Salt Lake City, 
Utah 

Arthur Fulmer, Memphis, Tenn. 

Gerlinger Equipment Co., Toledo, Ohio 

Griffith Distributing Corp., Indianapolis, 
Ind. . 

E. J. Gustafson Co., Sioux Falls, S. D. 

Hales-Mullaly Co., Oklahoma City, Okla. 

Hamburg Bros., Pittsburgh, Pa. and 
Wheeling, W. Va. 

Harper-Meggee, Inc., Portland, Ore. 

Harper-Meggee, Inc., Seattle, Wash. 

Harper-Meggee, Inc., Spokane, Wash. 

Klaus Radio and Electric Co., Peoria, 
il. 

Krich-Radisco, Inc., Newark, N. J. 

Lincoln Sales Co., Baltimore, Md. 

Lindsay & Morgan, Savannah, Ga. 

Major Appliance Co., Omaha, Neb. 

The Larson Co., Fargo, N. D. 

Albert Mathias & Co. El Paso, Tex., and 
Phoenix, Ariz. 

Major Appliances, Inc., Miami, Jackson- 
ville and Tampa, Fla. 
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May Hardware Co., Washington, D. C. 

R. S. McMahon Co., Chicago, Ill. 

Leo J. Meyberg Co., Los Angeles, Calif. 

Leo J. Meyberg Co., San Francisco 
Calif. 

Morley-Murphy Co., Green Bay, Wis. 

Morley-Murphy Co., Milwaukee, Wis. 

M. P. Myers & Co., Inc., Plattsburg, N. Y. 

Nashville Chair Co., Nashville, Tenn. 

Northwest Supply Co., Butte, Mont. 

The Otis Hidden Co., Louisville, Ky. 

Radio and Appliance Distributors, Inc. 
Chattanooga, Tenn. 

Radio Distributing Co., Detroit and 
Grand Rapids, Mich. 

Raymond Rosen & Co., Philadelphia, Pa. 

Roycraft-lowa Co., Des Moines, lowa 

The Roycraft Co., Minneapolis, Minn. 

Russom Gas and Appliance Co., Abilene, 
Tex. 

Southern Equipment Co., San Antonio, 
Tex. 

The Southwestern Co., Inc., Dallas, Tex. 

Strong, Carlisle & Hammond Co., Cleve- 
land, Ohio 

A. K. Sutton, Inc., Charlotte, N. C. 

Thurman & Boone Co., Inc., Roanoke, Va. 

R. F. Trant, Inc., Norfolk and Richmond, 
Va., and Raleigh, N. C. 

United Electric Service, Monroe, La. 

Vermont Appliance Co., Burlington, Vt. 

Van Zandt Supply Co., Huntington, W. 
Va. 

Walther Bros. Co., New Orleans, La. 

Walther Bros. Co., Montgomery. Ala. 

Watts-Newsome Co., Birmingham, Ale. 

Western Massachusetts Distributors, Inc., 
Springfield, Mass. 

C. M. Williams & Co., Amarillo, Tex. 


Bendix Radio Div. 
Bendix Aviation Corp. 


Appointment of five new distribu 
tors to handle Bendix AM and FM 
radios and radio-phonograph combina- 
tions was announced recently by Leon- 
ard C. Truesdell, general sales man- 
ager for home radio; Bendix Radio 
Div., Bendix Aviation Corp., Balti- 
more, Md.: 


Alford's Wholesale, Albuquerque, New 
Mexico 

The Gunn Distributing Co., Little Rock, 
Ark. 

The Nelson Hdw. Co., Roanoke, Va. 
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“Somebody keeps cutting in and saying, ‘Solid Cincinnati reads the Cincinnati Enquirer’”’ 


‘ribu 

FM 

bina- 

Leon- - . , - , : 
_an- It’s the newspaper that gives you a direct connection with the solid, 
Radio substantial, thinking citizens of this solid market. The Enquirer just 
3alti- naturally appeals to them. Streamlined. Crisp. Easy to read. Packed 
3 with top features. They recognize The Enquirer as the newspaper with 

a its feet on the ground but its eyes ahead. 
Rock, 
. The Cincinnati Enquirer is represented by Paul Block and Associates 
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YAPERTS estimate a postwar 
4 
| , demand for over one and 
one-half million waffle irons 
ilone. At that time, you'll be 
ible to sell anything 


But when the honeymoon is 
over—when people begin to 
isk for proof of performance 


demand quality at a price 





what then? 


Can you point to satisfied 
customers? Quality customers 
you ve cultivate d when the 
time was ripe by selling qual- 
ity appliances? Steady cus- 
tomers who form the back 
bone of your repeat business 
for other items in the line? 
New customers your line keeps 


bringing into your store? 











Smokeless 


Long-tast 


Table Broiler Percolator 























Ave you marrying just 
for the honeymoon 7 


We believe you'll be able to 
point to this profitable record 
when you stock Manning- 
Bowman’s “Quality Quins” 
like the Twin-O-Matic Waffle 
Baker. above—one of the fam- 
ous family of M-B appliances 
that have been steady money- 
makers over the years. For to 
thousands Manning- Bowman 
means best. 


Before the war, M-B meant 
a hot line for dealers every- 
where. They know they can 
count on Manning-Bowman to 
mean More Business in the 
years ahead. 

If you’re planning on this 
kind of business, it may pay 
to consider Manning-Bowman. 


Manning- Bowman 
Mears Best 


MERIDEN, CONNECTICUT 


Toaster with 
the Tester 


lron-that- 
wogs-its-tail 


THE LINE THAT'S ALWAYS IN DEMAND 





RCA GIVES LAWS SEND-OFF—W. P. Laws, former member of RCA Tube and 


Equipment Dept., was a guest of honor recently at a farewell dinner arranged by 
L. W. Teegarden, general manager of RCA Tube and Equipment Dept. (right). 
Mr. Laws has just become sales manager of Thurow Radio Distributors, Tampa 
Fla., RCA tube and test equipment distributors. H.M. Carpenter, president of 
Thurow, (left) was also an honored quest at the dinner. 






































Bendix Radio (Continued) 


The Bond-Rider-Jackson Co., Charleston, 
W. Va. 
R. F. Trant, Inc., Norfolk, Va. 


Eureka Vacuum Cleaner Co. 


Eureka Vacuum Cleaner Co., De 
troit, Mich., has appointed three new 
distributors to handle post-war pro 
lucts, it was announced recently by 
George T. Stevens, vice-president in 


, 
charge ot sales 


Bondurant Bros. Inc., Knoxville, Tenn. 
Burlington Hardware Co., Burlington, Vt. 
Radio Specialty Co., Milwaukee, Wis. 


Galvin Mfg. Corp. 


The appointment of a new distribu 
tor for Motorola radios was recently 
announced by W. H. Kelley, general 
sales manager of the Galvin Mfg 
Corp., Chicago, Ill 


Home Appliance Distributors of Arkan- 
sas, Little Rock, Ark. 


Horton Mfg. Co. 


E. A. Jordan, sales manager of the 
washer and ironer division of Horton 
Mfg. Co., announces the appointment 
of the following Horton distributors: 


Allison-Erwin Co., Charlotte, N. C. 

*Baltimore Gas Light Co., Baltimore, 
Md. 

*Devlin-Drew Co., Fresno, Calif. 

Easter Electrical Supply Co., Newark, 
N. J. 

*Excelsior Radio Co., Harrisburg, Pa. 

*Horton pre-war distributors 


F. L. Jacobs Co. 
R. H. Roden of F. L 


Detroit, Mich., announces the appoint- 


ment of the following distributors : 


Chicago-Maijestic Inc., Chicago, Ill. 


Youngstown Equipment Co., Boston, 


Mass. 


Walker Electrical Supply Co., Worcester, 


Mass. 
Alexander S. Pincus, Hartford, Conn. 


MAY, 








Jacobs Co., 


Colen-Gruhn, Inc., New York City 

Newburgh Distributing Co., Newburgh, 
N. Y. 

Fort Orange Radio Distributing Co., Inc., 
Albany, N. Y. 

Northrup Supply Co. 
N. Y. 

Motor Parts Inc., Philadelphia, Pa. 

Henry C. Stephenson, Washington, D. C. 

Radio Sound Corp., Baltimore, Md. 


Johnson City, 


A. J. Lindemann & Hoverson Co. 


Phe A. J. Lindemann & Hoversor 
Co., Milwaukee, announces the ap- 
ointment of the following distributors 
ior their electric and gas ranges, a 
cording to A. G. Risch, advertising 
manager : 


Electric Fixture & Supply Co., Omaha, 
Neb. 

Mutual Appliance Distributors, Buffalo, 
N. Y. 

E. M. O'Donnell Co., Syracuse, N. Y. 

Bondurant Bros. Co., Knoxville, Tenn. 

Certified Appl. Distributors, Inc., Bloom- 
ington, Ill. 

Wichita Bldg. Material Co., Wichita 
Kan. 


Olympic Div. 
Hamilton Radio Corp. 


Jack Crossin, director of sales a 
nounces the following distributors | 
Olympic radios: 


Graybar Electric Co., Inc., Cincinnati 
Ohio 

Burhans & Black, Inc., Syracuse, N. Y. 

W. A. Case & Son Mfg. Co., Erie, Pa. 

Rhode Island Distributing Co., Provi- 
dence, R. I. 


Sentinel Radio Corp. 


Appointment of the following dis 
tributors for Sentinel Radio Cor; 
Evanston, Ill. was announced recently 
Penton-Shepard Tire Co., Miami, Fla. 
Marsh Radio Supply Co., Milwaukee 

Wis. 
lowa Radio Corp., Des Moines, lowa 
American Hardware Supply Co., Pitts 

burgh, Pa. 
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Ethan Allen surprised the British commander and his wife asleep in bed. “1 order you instantly to surrender,” Colonel Allen said. "By what 
authority do you demand it?” the officer replied. Allen thundered: “In the name of the great Jehovah and the Continental Congress!”’ 


His READING fanned the flame 
of AMERICAN FREEDOM 


“If we are captured, ’tis the hang- 
man’s noose.” 


So thought every one of the 83 hunters 
and trappers who rowed across Lake 
Champlain on the night of May 7, 1775, 
to take Fort Ticonderoga. 


This first, successful attack upon the 
Crown in the War of Independence was 
led by Ethan Allen, a tough, 37-year-old 
frontiersman from Vermont. 


The exploit fired the imagination of 
the Colonies, and at the psychological 
moment helped to fan into flame the 
still-smouldering ember of revolt. 


Ethan Allen loved liberty. He loved it 
not only with his heart, but with his mind. 
Born and brought up in little backwoods 
settlements, he nevertheless managed to 
get books to read—and from these books 
he drew that fierce love of freedom which 
was the vitalizing passion of bis time. 

“Ever since I acquainted myself with 
the general history of mankind,” he later 
wrote, “I have felt a passion for liberty. 


“The history of nations doomed to per- 
petual slavery, in consequence of yielding 
up to tyrants their natural born liberties, 
I read with a sort of philosophical horror, 
so that the first systematical and bloody 
attempt, at Lexington, to enslave America, 
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electrified my mind, and fully determined 
me to take part with my country.” 


Reading Opens New Worlds 


Reading fired the mind of Ethan Allen, 
and lifted him from a backwoods settle- 
ment to a place among the world’s leaders. 

The power and inspiration of good 
reading is one of the activating factors in 
successful living. History is rich in the 
names of men and women whose achieve- 
ment has been influenced by ideas and 
knowledge absorbed from ‘reading. It is 
the impression value of what one sees that 
registers indelibly and is never forgotten. 


This influence finds its most powerful 
expression in The American Weekly, the 





magazine distributed through a group of 
great Sunday newspapers and read in more 
than 8,000,000 homes from coast to coast. 


In its pages is gathered the whole 
crowded panorama of life as we live it... 
true stories of love and conflict . . . tragedy 
and triumph... tears, laughter, heart- 
break . . . the latest discoveries of science 
and medicine... art... history... reli- 
gion ... all written so simply and clearly 
that anyone can read and understand. 


The American Weekly directly influences 
the lives of the world’s largest single 
reading group. . . . The manufacturer who 
associates his product or his company name 
with such an influence is tying in with the most 
powerful known force in advertising. 


=\THE AMERICAN 












\WW/EEKLY 


“The Nation’s Reading Habit” 
MAIN Office: 959 EIGHTH AVENUE, NEW York 19, N. Y. 
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HAWAIIAN DISTRIBUTOR—Forrest K. 
Grider, (left) president, and Ross Gil- 
liand, sales manager of Electrical Dis- 
tributors, Ltd., Honolulu, Hawaii, newly 
appointed distributors of Stromberg- 
Carlson radios, discuss post-war sales 
prospects in the islands. 








Sentinal Radio (Continued) 


Meyer Jewelry Co., Kansas City, Mo. 
Adolph Blaich, Inc., San Francisco, Calif. 
Bluefield Furniture Co., Bluefield, W. Va 
W. D. Brill Co., Oakland, Calif. 

Central Furniture & Appl. Co., Boon- 

ville, Miss. 

The Cavanaugh Co., Youngstown, O. 
A. E. Supply Co., Parkersburg, W. Va. 


Stromberg-Carlson Co. 


Clifford J. Hunt, manager of radio 
sales announces the following distribu 
tors for Stromberg-Carlson Co’s post 
war radio, FM and television receiv- 
ers: 

Midwest-Timmerman Co. 
lowa 

Electrical Distributors, Ltd.. Honolulu, 
Hawaii 


Davenport, 


Westinghouse Electric & Mfg. Co. 


Harold B. Donley, manager of th: 
Westinghouse Home Radio Div., Sun 
bury, Pa. announces the following 
distributor for Westinghouse home 
radio receivers for the New York 
metropolitan market: 


Times Appliance Co, Inc., New York 


City 


Dominion and Coroaire 
Appoint Philco International 


Philco International Corp., New 
York City, subsidiary of Philco Corp., 
Philadelphia, Pa., will handle exports 
of the products of The Coroaire Heater 
Corp., Cleveland, O., and of the Do- 
minion Electric Mfg. Inc., Mansfield, 
O., according to recent announcements 
by officials of both companies. Co- 
roarire products will be distributed 
world-wide, while Dominion products 
will be handled by Philco International 
in all countries except Canada. 
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The Farm Market of the 


--is a Bigger Market 


than Baltimore, St. Louis, 


and New Orleans combined! 
‘ 





Emsracine THE STATES 6f Michigan, Ohio and Pennsylvania, 
The Golden Crescent is one of the richest segments in the great farm 
market. Three million folks live in this area, in the midst of a vast 


urban population of farm-product consumers. 
the 


After enjoying years of rising income, growing savings accounts and 


vanishing mortgages, these men and women of “fhe Golden @heacent 
represent a huge able-to-buy and ready-to-buy mafket. 





This is a concentrated market . .. geographically compaeét and inten- 
sively covered by the three farm papers, MICHIGAN FARMER, 
OHIO FARMER and PENNSYLVANIA FARMER. ‘These 
magazines are read, cover-to-cover, by their subscribers, because they 
well serve a vital local need. And their advertising is read, too—n6t 


only advertising of farm equipment but of those products that lead “~ 







better living for people who want them and can pay for them. 


The real battle for markets lies ahead. If you want to come out a 
winner, enlist these magazines on your side ... to carry your sales 


campaign into the rich Golden Crescent. 


The Golden Crescent 
RURALLY RICH — 
POLITICALLY POWERFUL 


OHIO FARMER e MICHIGAN FARMER PENNSYLVANIA FARMER 


CLEVELAND DETROIT HARRISBURG 
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NOTE: 


Do you want your present repair cus- 
tomers to come back to you for new 
appliances—when these again are on your 
floor? Then give these customers fast 
service now—have needed parts sent by 
Air Express from the factory or parts job- 
ber. This saves time now and may save 
some sales later on. 






























































With so many scarcities these days, and with delivery-speed 
on out-of-stock items so important, thousands of firms are 
discovering a new pattern for converting inventory dollars 
into profit dollars 

They are finding Air Express so fast that the inventory of 
their suppliers — anywhere in the nation — is only a matter 
of hours away 

This enables these firms to give customers highly satisfactory 
service without being obliged to carry large inventories, espe- 


cially of slow-turn items that tie up capital and cut down profits. 


Specify Air Express — Low Cost for High Speed 


25 . for instance, travels more than 500 miles for $4.38, more than 
1,000 miles for $8.75, more than 2,000 miles for $17.50, at a speed of three 
miles a minute with cost including special pick-up and delivery in all 
U. S. cities and principal towns. Same-day delivery between many airport 
towns and cities. Rapid air-rail service to 23,000 off-airline points in the 
United States. Direct service to scores of foreign countries. 

Write today for “Quizzical Quizz,” a booklet packed with facts that will 
help you solve many a shipping problem. Railway Express Agency, Air 
Express Division, 230 Park Avenue, New York 17. Or ask for it at any 


\irline or Express office. 









GETS THERE FIRST 







Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 









RAYBRO MEETING IN TAMPA—Department heads and key men of Raybro Electric 


Supplies Inc., held a meeting recently on their post-war plans on lighting and lamps. 
Shown above, left to right, Ist row: T. A. Brown, president and general manager 
Raybro; W. B. Shenk and H. L. Rhodes, Florida Power Corp.; M. O. Hollis, Raybro; 
J. M. Ginty, Florida Power Corp.; R. B. Roberts, Jr., and J. H. Keele, Florida Power 
& Light Co. Second row: N. R. Casey, Raybro; M. E. Olson, General Electric Co.., 
Lamp Dept.; R. M. Lowery, Raybro; D. B. Clark, G-E Lamp Dept.; W. R. Young, 
C. V. Brown, R. A. Conant, J. A. Mook, Jr., and Earl Pierce of Raybro. Third row: 
T. B. Meacham, G-E Lamp Dept.; J. H. Wade, R. L. Rhodes, J. B. Babb, Fred 


Bergh and R. M. Stuart of Raybro. 














Littte Rock, Ark.—Holcomb Gunn, 
tounder and president of Gunn Distri 
buting Co., 17 years ago died recently 

ter a few days illness. He was ana 
tive ot Georgia 


Los ANGELES, CALI Listenwalter & 
Gough, In Los Angeles, Calif. 
manufacturer's representative, is here- 
after to be known as Gough Industries, 
Inc. Ownership management, personnel 
and facilities are unchanged. Philip 
Gough is president. 


Los AnceLes, Cartrr—Affiliation of 
the Sues-Young Co. and the Radio 
Television Supply Co. of Los Angeles 
1as been announced. M. G. Sues is 
president of the new corporation, 
Mitchel Hirsh vice-president. and E. E. 
Young secretary-treasurer. The new 
company will occupy quarters at 1509 
South Figuerosa St. Sues-Young now 
distributes Zenith radio and major ap- 
pliance lines 


SACRAMENT Ca.ir.—Th« Valley 
Electric Co., has been organized to 
conduct an exclusively wholesale dis- 
tribution of electrical supplies, equip- 
ment and appliances in Sacramento 
and Stockton, Calif. The firm is de- 
signed eventually to succeed the C. H 
Carter Co., and will be directed by 
C. H. Carter, Earl W. Raffety and 
Henry E. Jones, Associated with them 
are H. G. Wakefield, F. A. Sieke, Jr., 
E. B. Winters and Wm. J. Quinn, Jr. 


Hottywoop, Catir.—Bauer-Knapp of 
Hollywood, Calif., have been ap- 
pointed factory representatives in Cali- 
fornia, Oregon, Washington, Idaho, 
Utah, Nevada and Arizona for the 
line of home freezers to be manufac- 
tured by the Amana Society, Water- 
loo, Iowa, according to a recent an- 
nouncement. 


SAN Dreco, Carir.—Ben Cole, pro- 
prietor of the Cole washing machine 
ind vacuum cleaner repair agency, 
3020 University Ave., San Diego, has 
been awarded a franchise for the dis- 
tribution of Easy Washing Machine 
parts in San Diego County. Hitherto 
San Diego needs have been handled 
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from the Los Angeles office With 
this announcement, the firm also with 
draws from the postwar retail field 
Mr. Cole will handle outside con- 
tacts, while his partner, Art Shapiro 
will have charge of the inside service 


work. 


San Francisco, Cauir.—Dwight F 
McCormack, former sales manager for 
Sherman Clay & Co., western music 
stores, is undertaking the distributing 
of the Regina Corp's “Electrik-broom” 
as well as Electromaster ranges and 
water heaters and Coolerator ice and 
electric refrigerators, under the firm 
name of McCormack & Co. He will 
also distribute Majestic phonograph 
records. Offices of the company are in 
the Western Merchandise Mart, San 


Francisco. 


Cuicaco, Ii Mrs. Charlotte Sue 
Martin is announcing the reopening 
of the offices of The Martin Co., fac 
tory representatives for Samson-Unit 
ed and Artmoore Co., which has been 
closed since 1943 when her husband, 
Will Martin, entered the service. The 
offices are located in the Merchandise 
Mart. 


Des Moines, lowa—Distributors Pur- 
chasing Co. has been incorporated 
with a capitalization of $50,000 to be 
purchasing agents and provide met 
chandising assistance to a group oi 
distributors who are pooling their 
purchasing power under the name o 
Distributors Association, Inc. Mem 
bership in the Association has bee 
limited to Delco appliance distributors 
in good standing, and they now have 
under contract for five years minimum, 
approximately 20 Delco Light dis 
tributors. A private brand name, yet 
to be chosen, will be used on all 
products sold, except those items pro 
duced by Delco Appliance Co. The 
Distributors Purchasing Co., will be 
located at 1010 Des Moines Bldg., Des 
Moines, Iowa, and has as its president 
and general manager, M. W. McKen- 
zie, who spent the past 13 years as 
head of the Appliance department of 
the J. H. Ashdown Hardware Co. 
Ltd., Winnipeg, Canada. 
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On the level, many a 
Swami is playing to 
standing room only 
these days, as folks 
get itchy about the 
when of postwar, and how to be 
ready the day it comes. But if 
you're serious (and who isn’t), 
the answers to your future are 
in your own business past. 
Remember the new faces that 
popped up in the fan field every 
now and then? (Anybody’s 
guess is good on how many will 
come down the pike with peace.) 
Remember the names that stayed 
to do a real job with honest 
merchandise, honestly priced, 
with honest-to-goodness adver- 
tising and sales support for you? 
We're sure you do. We’re 


equally certain that, when fans 
can be produced again, you'll 
want more of those Robbins & 
Myers sales-proved, low-priced 
models that made their bow just 
a year before Pear! Harbor. 
You'll want to cash in on the 
brand-new de luxe R & M beau- 
ties and the new high-dollar- 
volume line of R & M portable 
home coolers and attic fans as 
well. 

All this profitable postwar 
merchandise will be fairly appor- 
tioned among all our distributors. 
For our 67 years of business have 
demonstrated that an honest deal 
is the only kind that lasts. Of 
that we’re doubly certain. For 
our distributors have demon- 
strated it, too. 


A \ook into Tomorrow 








Ir you have any problems involving electric fans, 
if you need repair parts for R & M fans or want 
complete repair jobs done for you—get in touch 
with us at Springfield, Ohio, or at the nearest R & M 


branch office listed below. 


Cbnty WE. cc cvcccvcctvcuseddbeses 200 Varick St. 
GRIEEEB. 00 cc cocccccccccsese 2400 W. Madison St. 
co ee eee 401 N. Broad St, 
Kansas City, 8. M.A. Bidg., Room 325, 215 Pershing Rd. 
San Francisco... ..... 66. eeenee 237 Rialto Building 
I eer rey pater 4. eeu 1100 Cadiz St. 


The Robbins & Myers Co. of Canada, Lid 


sade bes craigs omg ea hen oa Adee Brantford, Ont. 


ROBBINS « MYERS, Inc. 


HOISTS CRANES 
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MACHINE DRIVES 


FANS - MOYNO PUMPS 
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THE BUILT-IN RUGGEDNESS OF CLARK 
ELECTRIC WATER HEATERS IS PROVED 
BY LONG, TROUBLE-FREE SERVICE 


The Clark Heater of today does not look 
much like the early pioneering models, 
|many of which are still in daily service. 
But deep under the thick insulation the 
basic heating principle—wide-area, low- 
temperature heat transfer, remains un- 
changed. Time and toughest service 
conditions have only given emphasis to 


its correctness. 


“GENTLE HEAT” THE SECRET 
OF ITS LONG SERVICE 


In hard water, loaded with scale-form- 
ing mineral, or in corrosive, oxygen- 
filled soft water the heating surface 
reaches a temperature only slightly 
higher than that desired in the water. 
The troubles common to concentrated, 
**hot spot” heaters are thereby avoided. 
Long service in tough water conditions 
is the rule rather than the exception 
with Clark Electric Water Heaters. 


A CLARK FRANCHISE FOR YOUR 


TERRITORY MAY STILL BE OPEN. 
WRITE TODAY FOR FULL DETAILS. 


McGRAW ELECTRIC COMPANY 
CLARK WATER HEATER DIVISION 
5201 West 65th Street + Chicago 38, Illinois 


CLARK 


RW VTOASTMASTE 








16 YEARS OF SERVICE 


Installed in the home of 
Mrs. L. E. Dow, Sheffield, 
lowa, in 1929, this old Clark 
heater with a record of 16 
years service behind it, is 
still going strong. 

Says Mrs. Dow, ‘‘It has 
been in daily use since 1929 
and has given satisfactory 
service.”” 





WATER HEATERS 
PRODUCT 


PAGE 169 




















































There Is Only 
ONE PERMAGLAS 


ss Mj Subterranean tests were a vital part of the 23,000 
_— . 
— test-years devoted to perfecting the SMITHway 
Permaglas formula. Thousands of specimens of 






WY glass fused to steel were buried in soils from 
every state in the U.S. A. (and every province 
of Canada) to find thé one formula cer- 
tain to resist rust and corrosion under 


any and all adverse conditions. , > 


There is no substitute for the unlimited 
patience, and years of multitudinous 5 
scientific tests and research, devoted to { 
the perfecting of Permaglas, the spark- ‘ 
ling blue, mirror-smooth, always sanitary 
glass fused to steel that makes SMITH- 


Heaters the easiest to sell. 


Write for “The Inside Story of Perma- 
glas” and let it help you sell... 


° A. O. Smith Corporation, Dept, E545H, Milwaukee 1, Wis. 
Please send “The Inside Story of Permaglas.” 


Name..... 
Company Name 
Address 
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BENDIX RADIO SALT LAKE DISTRIBUTOR—Sydney B. Cooper, newly appointed 


teed Seek 


oo ti 
pts ets Te 


manager of the Salt Lake district for Graybar Electric Co. recently announced that 

his organization has been awarded the distribution franchise for Bendix home radio 

for that territory. Mr. Cooper is shown here at the right, pointing out the territory 

to J. C. Wilson, Pacific District Manager of Bendix Radio.. J. J. Martineau, Graybar 
merchandise manager, looks on. 








way Automatic Electric Storage Water | 








St. Louts, Mo.—The St. Louis branch 
of Kelvinator Div., Nash-Kelvinator 
Corp., moved into new quarters re- 
cently, according to R. J. Winters, 
zone manager. Improved facilities for 
distribution are provided in the new 
headquarters at 423 N. Vandeventer. 


Newark, N. J.—Joseph F. Igoe, vice- 
president of Igoe Bros., manufacturer 
and distributor of hardware and build- 
ing specialties announces the expan- 
sion of the company’s activities to in- 
clude the merchandising of radio and 
major appliances. This event, inciden- 





WILLIAM T. HUNT 


tally commemorates the 50th anni- 
versary for this organization, At the 
same time Mr. Igoe announced the ap- 
pointment of Wm. T. Hunt as general 
manager of the newly organized Radio 
and Appliance Division. Mr. Hunt 
was previously appliance manager of 
Slaters Inc., Paterson, N. J., and was 
manager of Bloomingdale’s, Newark. 


Ra.eicH, N. C.—First Colony Dis- 
tributors, Inc., organized recently, has 
the franchise for Deepfreeze, and have 
already sold 3700 units, which is their 
entire quota for the first post-war 
year. They are establishing dealers 
now, and have the franchise for Whirl- 
pool, Lear, Kitchenaid, Electromaster, 
McAllister cleaners and some com- 
mercial refrigerator and air condition- 
ing lines. 


Cincinnati, O.—Thomas W. Berger, 
Inc., with head offices in Cincinnati, 
has been appointed distributor for 
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Elgin Stove and Oven Div. of Acme 
Visible Records, who plans to manu- 
facture a line of packaged sink units 
and cabinets and a complete line of 
modern steel kitchens. The Berger or- 
ganization is in the process of estab- 
lishing wholesale major appliance dis- 
tributors through the country. 


PortLanp, Ore.—Jay P. Goodman, as 
sociated with the commercial depart 
ment of the Northwestern Electric 
Company of Portland, Ore. or the 
past 21 years, has resigned to become 
assistant salesmanager of Gilbert's 
Bros. Inc., electrical wholesalers. 


Turtsa, Oxra.—Tom P. McDermott 
Inc., in an announcement of post-war 
plans to their dealers recently made the 
following promises: 

Not to by-pass dealers in the sale 
of merchandise ; business will be direct 
ed through legitimate trade channels— 
dealers only, and with franchised lines, 
through franchised dealers only. 

The maintenance of a stabilized sales 
program among their dealers and a 
full-profit policy, including the main- 
tenance of price; uniform installment 
selling practice; trade-in and allow- 
ance practices based on full-recovery 
of trade-in plus cost of reconditioning 
and a profit to the dealers; elimination 
of guaranty beyond that of the manu- 
facturer; and elimination of free-ser- 
vice beyond the recognized “Service- 
with-Sale” policy. 


Parapetpaia, Pa.—Albert J. Slap, 
51, and a partner in Raymond Rosen 
& Co., distributors of appliances and 
radios, died recently in Palm Beach, 
Fla., of a heart attack. 


Cotumsia, S. C.—Dixie Radio Supply 
Co., Columbia, S. C., distributors serv- 
ing both the Carolinas, and with 
branches in Greensboro and Charlotte 
celebrated their 16th anniversary. 


Ricumonp, Va.—According to an an- 
nouncement by Louis O. Bowman, 
president of Louis O. Bowman, Inc., 
appliance wholesalers, has purchased a 
building in the block adjoining its 
present quarters and will occupy it 
around September Ist. The new home 
has some 18,000 sq. ft. of floor space 
—double that of their present quarters 
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Feast your eyes on this mighty, 100-passenger When tubes are more readily available for 

airliner! When peace comes, a giant fleet of its civilian use, Raytheon will offer radio service 

sister ships will girdle the globe for Pan Amer- dealers the os tubes in its history . . . tubes 

ican World Airways. And in each of them will combining long prewar experience with out- 

be the begt electronic devices to come out of standing wartime development. And that’s 

the war, equipped with famous Raytheon high- not all, They'll be backed by a Raytheon 

fidelity tubes! seta onn a ay that po be the most 
beneficial ever offered you. Keep your eye 

Raytheon tubes have been used for years by on Raytheon . . . for greater postwar profits! 

Pan American, and itis because of their proven 

performance, fine reception and complete de- i eaponend Pras nae | ot pr ya nor 

pendability that they were selected to play such pry ote ay i el pe ao - 

a vital role in this great company’s future oper- are benefits which you may 

ations. The assignment is but one of hundreds enjoy asa result of the Ray- 

of postwar applications for which Raytheon pecan vy one 

tubes have been specified by America’s radio cidade. 

and electronic industries. ning for the future. 


Raytheon Manufacturing Company 
RADIO RECEIVING TUBE DIVISION 
Newton, Mass. + Los Angeles * New York « Chicago + Atlanta 


DEVOTED TO RESEARCH AND THE MANUFACTURE OF TUBES FOR THE NEW ERA OF ELECTRONICS 





Detroit to Tokyo Express 


Electromaster, Imc., built the in- 
cendiary bombs that Jimmy Doo- 
little used in the first mission over 
the Japanese capitol, and they also 
had a hand in making the new type 
bomb that has had such devastating 
effect in the latest Tokyo raids, 
according’ to R. B. Marshall, presi- 
dent of Electromaster, Inc., De- 
troit, Mich. 

Only limited details have been 
released concerning the new bomb, 
called the M-69 incendiary bomb. 
A cluster weighs 500 Ibs. and re- 
sembles an ordinary demolition 
bomb in outward appearance. Actu- 
ally, it is a collection of 6-lb, 
bombs, filled with jellied gasoline, 
which separate from the cluster at 
5,000 ft., reaching the ground over 
a wide area. As each 6-lb. bomb 
explodes, it spreads burning gaso- 
line some 30 yards. The bomb was 
designed expressly for use in Japan. 


Sees 15 Million Radios 
Sold in First Year . 


Ameriean families will buy more 
than 15 million radios and radio- 
phonograph combinations during the 
first year after resumption of unre- 
stricted manufacture, Leonard C. 

| Truesdell, general home radio sales 
| manager for the Bendix Radio division 
of Bendix Aviation Corp., predicted 
recently at a regional meeting in 
Memphis, Tenn. of Bendix Radio dis- 
tributors who will handle marketing in 
the south of the company’s forthcoming 
line of radios and radio-phonographs. 


| 


A high percentage of the na- 
tion’s 60,000,000 home radio sets will 
have outlived their peak efficiency and 
usefulness in America’s homes by the 

*time the military situation permits the 
radio industry to be “honorably dis- 
charged from its wartime responsibil- 
ities” and to resume the tremendous 
civilian production that will be neces- 

. sar sary to meet consumer demands and 

tronics —devising the pattern for greater performance— help provide full employment, Trues- 
dell pointed out. Previews of certain 

wider range of Detrola-built Television Receivers .. . basic cabinet, chassis and tone features 
; to be incorporated in the company’s 

Radio Receivers . . . and other electronic instruments. compues tee of AM end FM rate 

and radio-phonographs were presented 


And none will excel them in beauty or value. Bae ie he ee ee 


60,000 Old Sets 


Creative thinking at Detrola probes the frontiers of elec- 


Ad Campaign Described 


Bendix currently is launching an ex- 
tensive advertising and merchandising 
campaign to “pre-sell” its home radio 
line, distributors were told by Earl 
Hadley, advertising manager. South- 
ern Bendix Radio distributors present 
at the Memphis meeting included sales 
executives of Moore-McCord, Ltd, 


: Atlanta, Ga.; Lighting Fixture and 
° ~ Electrical Supply Co., New Orleans, 
La.; Graybar Electric Co. branches 


in Atlanta, Birmingham and Chatta- 
nooga; Gunn Distributing Co. of Little 
Rock, Arkansas; Interstate Electric 
Co. of Shreveport, La.; Bomar Appli- 
ances, Knoxville, Tenn.; and Florida 
Radio and Appliance Co., Miami, Fla. 
Officials of the Stratton-Warren 
Hardware Co. of Memphis cooperated 
in local arrangements for the two-day 
meeting. 


1iIGAN 


N 


A REAL AMERICAN KEEPS HIS BONDS DIVISION OF 


DETROIT 9 
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Average Specialty Selling Men Become 
Crack Stoker Salesmen with the Aid of Combustioneer 
Presentation and Promotional Materials 


COMBUSTIONEER 


WITH ORDER-GETTING PROMCTIONAL 
AND ADVERTISING HELP ! 


Especially Designed for Them 


Until you have seen Combustion- 
eer's great array of Sales Presenta- 
tion, Promotional and Advertising 
helps, you can not realize how they 
fit like a glove the needs of average 
specialty selling dealers and their 
salesmen. Every detail of Combus- 
tioneer’s visual presentation and 
advertising materials—from find- 
ing the prospect to the signing of 
the order of either Domestic or 
Commercial Models—is designed 
with average specialty selling men 
in mind. Step by step, they have 
the power of persuasion to rivet 
the prospect's attention and trans- 
late it into action. 

There’s nothing mysterious 
about the precision-built me- 
chanism and the outstanding 
features of design and construc- 
tion, which make Combustioneer’s 
story of economical automatic 
heating so powerful and = 
sive. And Combustioneer has the 


plan and the materials for mail 
development, home presentation 
and store demonstration which do 
everything but write out the order. 

All these are backed up by Com- 
bustioneer’s continuous National 








Magazine Advertising, Localized 
Advertising Campaigns, Regular 
Promotional Plans, Window and 
Store Display Materials, Compre- 
hensive Sales and Service Manuals. 


MANY MODELS NOW AVAILABLE 
There is no waiting to get going 


*& KEEP ON BUYING WAR BONDS 
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with Combustioneer! Many models 
are now being sold to those who 
need Combustioneer’s benefits in 
drastically reducing fuel costs, in- 
creasing the output of existing 
boilers and maintaining uniform 


temperatures with reduced labor 


and supervision time. 




























WRITE FOR COMPLETE DETAILS 


Get all the facts about Combus- 
tioneer’s immediate sales and 
profit-making Franchise. Let us 
show you the kind of sales-making 
promotional and advertising helps 
that make it a natural for selling by 
your regular specialty personnel. 












AUTOMATIC COAL STOKER 


THE STEEI 
1207 W 


HOME AND © 


In addition to Im 
Bin Feed 
homes and ap 
to 14 rooms, 


OMMERCIAL MO 


perial and eer's compl 


odels which serve 
artments UP 
Combustion~ - 






















PRODUCTS ENGINEERING COMPANY 


Columbia Street, Springfield, Ohio 


DELS FOR EVERY NEED 


ete line of Com- 


odels range 19 


mercial M 0 1250 Ibs. 


capacity from 7 " 
per hour. 
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PERHAPS THAT NEW FINISH you're seekine ts 
ropay’s FINER PORCELAIN ENAMEL 














NEITHER SUN NOR RAIN—nor temperature changes nor 





air-borne dirt—can injure the handsome porcelain enamel 
finish recently developed for such applications as electrical 
transformer cases. Applied in a single coat, in any of 


several dark colors, this finish provides “lifetime porce- 


lain” protection at a surprisingly low cost. 





SALT-WATER BATHS hold no terrors for still another new porcelain 
enamel. Consisting of a standard-weight ground coat and one or more 
cover coats, this hard, smooth, fused-to-the-steel finish has passed every 
test for undersea applications (in two Navy projects which at this time 


must remain secret). Available in all colors, including white. 








HIGH RESISTANCE to heat, im- 
. 7 / pact and wear is provided in a 

$ . * 
Today s Porcelain Enamel is af new one-burn color coat—ideal 


for such items as electric iron 





Thinner ceats and better bonding 


qualities make today’s porcelain hoods and space heaters. Light 
enamels more durable than ever. in weight, it permits the use of 
Without any sacrifice in appear- J 
ance or wearing qualities, they're lighter gauge metal for many 
now tougher . . . actually flexible parts. It saves finishing time, also 
. more shockproof and impact owe ° 

, —providing a beautiful, durable 


resistant. 


Get all the facts about these finish with a single coat and a 





versatile inorganic finishes. Why single “firing” operation. Avail- 
not write today? ‘ 
able in blue, green, brown and gray. 











TOMORROW, AS IN THE PAST, THE FINEST PORCELAIN ENAMELS WILL BE MADE WITH FERRO FRIT, CLAY AND COLORS . . . AND IN FERRO-BUILT PORCELAIN ENAMELING FURNACES. 
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| THE ALSIMAG ceramics 
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ae ot 


ALSiMac is the trade name of a wide variety 
of ceramic bodies, each with its own particular 
physical and electrical characteristics. Among 
those finding widest applications are the 
Ss following: 


ALSIMAG 35 and 196 Possessing high 
mechanical strength combined with low elec- 
trical loss at high frequencies, these bodies are 
ideally suited to most electrical and electronic 
applications. 


ALSIMAG 197 Good mechanical strength 
and resistance to high temperatures for sus- 
tained periods make AtSiMaG 197 especially 
valuable in the field of electrical heating 
devices. 


ALSIMAG 72 and 202 Low co-efficients 
of expansion, coupled with ability to with- 
stand thermal shock, make these materials 
desirable in combustion tips and thermo- 
couple insulation. 


Whatever you are planning in the electronic 
or electrical field, we believe our specialized 
knowledge, experience, constant research and 
development will be helpful. Let's work to- 
gether. 


AMERICAN LAVA CORPORATION 


Chattanooga 5, Tennessee 


‘ 43RD YEAR OF CERAMIC LEADERSHIP 
\ 


ALSIMac 


CERAMICS 






ALCO has been awarded for the fifth 
time the Army-Navy “E’ Award for 
continued excellence in quantity and 
quality of essential war production. 





JRNACES 
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| For Safety 
in the Home 














Electro - Safe WRINGER 


The up-and-coming American man of today 
values the comfort and accident-preventing feat- 
ures of his safety razor. The modern American 
woman today demands on her washing machine 
the safety only Voss Electro-Safe Wringer — 
“The World's Safest’ — can give her. Voss 
Electro-Safe wringer is the only wringer which 
provides triple protection contact any place 
on the safety bar not only releases the roll pres- 
sure but also shuts off the switch and stops the 
entire machine. \t is one of several exclusive 
Voss post war features for Voss Washers, time 
1876 















tested since 


VOSS BROS. MFG. CO. 


DAVENPORT. IOWA 
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cAt a Glance 


a smart new electric clock 
look at — and just as easy 


. and sales at a glance 
that’s as easy to read as it t 
to se 

Models for | 


time guarantee 


ome or office 
For 


release replaces the convent 


with works that carry a life- 
a simple new patented gear 
nal clutch. 


setting 


Complete cks and works for built-in applications will 
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MANUFACTURING CORPORATION 


WEEDSPORT, NEW YORK 




















Stromberg Demonstrates 


Wire Recorder 


An improved model of the wire re- 
corder, one of the ‘developments of 
wartime communications research, was 
demonstrated recently by engineers of 
the Stromberg-Carlson Co.’s research 
laboratories. The recorder was shown 
to engineers representing the civilian 
licensees of the Armour Research 
Foundation. The research foundation 
holds the basic patents on the recorder. 

In a_ statement announcing the 
Stromberg-Carlson model, Frederick 
C. Young, vice-president in charge of 
engineering and reseafch, declared that 
“the laboratory model‘s ability to 
record and play back music with so 
high a fidelity has removed one of the 
chief obstacles to the instrument’s 
early future application to the home 
radio receiver.” It was the first time 
that the device had been coupled with 
ultra-high quality amplifiers and 
loudspeakers. 

A magazine containing recordings of 
fine music up to two hours in length 
can be played back with as high fidel- 
ity as that possible with present-day 
phonograph records, Mr. Young said, 
ointing out that his company looked 
ipon the recorder as a supplement to 
records rather than a substitute. He 
said “the recording job can be com- 
pleted without any attention from the 
operator. The recorder incorporates 
an important economy feature in that 
unwanted programs can be erased from 
the hair-thin wire to permit of re-use.” 


Casco To Make 
500,000 Heating Pads 


Plans for the manufacture, distri- 
bution and advertising of 500,000 elec- 
tric heating pads was announced re- 
cently by A, ©, Samuels, vice-prest- 
dent and general manager of Casco 
Products Corp., Bridgeport, Conn., 
coincident with receiving WPB’s pro- 
duction authorization. 

Full page,, full color ads are appear- 
ing in leading metropolitan newspapers 
throughout the country, announcing 
the availability of the heating pads 
under a self-imposed rationing plan, 
whereby hospitals and the sick in 
general who need them most will re- 
ceive these pads first. A coupon at the 
bottom of the ad must be filled in with 
the dealer’s name and signed by the 
family physician to get preferred at- 
tention. 

Manuiacture of this appliance in no 
way interferes with Casco’s wartime 
activities of making fuses for artillery, 
serial bombs and “goon gun” mortars, 
Mr. Samuels said, since the heating 
pads are being made and assembled in 
nine small plants scattered throughout 
non-critical labor areas in Connecticut, 
and most of the work is being done by 
farm families and housewives on a 

art-time 

The three models now in production 
‘will be priced at approximately $4, 
$5.50 $6.50. 


basis. 


and 


Trav-ler Karenola Moves 


Joe Friedman, president of Trav- 
Ler Karenola Radio & Television 
Corp, announces the removal of their 
general offices, 
search laboratory to 571 W. Jackson 
Blvd., Chicago. They will occupy an 
entire four-story corner building 
which has remodeled to meet 
requirements of the company 


been 
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E’RE WAITING 
FOR THE.... 





The minute we get the “go 
ahead” from Uncle Sam, 
there'll be bright new USALITE 
ideas to tell you about. Until 
Victory, we'll have to keep you 
in the dark about the details. 

But we can tell you this 
much now. USALITE is thinking 
and planning postwar. 

As a result of fulfilling the 
vital needs of our fighting men 
USALITE has made tremendous 
strides in perfecting its “know- 
how” and facilities. You'll dis- 
cover this yourself when 
USALITE comes for- 
ward with its line 
of after-the-war 
flashlights and bat- 
teries. It will be a 
line with the same 
old USALITE de- 
pendability, to be 
sure, but with new 
USALITE originality. 


NO. SW-22 SWIVEL-HEAD 
FLASHUGHT. AN EXCLU- 
SIVE USALITE PATENT 


BUY WAR BONDS 





" Flashlights & Batteries 


UNITED STATES ELECTRIC MFG. CORP. Factory and 
Exec Off NewYork 11.N_¥. Branch Off.: Chicago 7, Il! 
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IFE LINES 


OM AEBS 


Radio and appliance manufacturers invested 
$12,100,000 in magazine advertising in 1944— 
several times as much as they spent in any 
other medium. With $2,000,000 of this amount 
—or about 17 per cent—LIFE was privileged 
to do an outstanding job in keeping the brands 
you'll sell after the war foremost on shopping 
lists of postwar buvers. 





When you sell the wife, can she sell her hus- 


band? This question, important in prewar 


selling, will be just as important postwar. 
That’s why manufacturers of electrical house- 
hold equipment look for a family audience now 
to pre-sell buyers who will be in the market 
when goods are again available. And they find 
such an audience in LIFE’s 22,000,000 readers! 
LIFE has the largest known whole-family audi- 
ence of any magazine. LIFE sells both husband 
and wife—a distinct advantage when you con- 
sider that most appliances, especially major ap- 
pliances, are family purchases. 


This will help you visualize LIFE’s vast weekly 
audience of 22,000,000 readers—and their dis- 
tribution across the country: There are several 
million more LIFE readers than there are tele- 
phones in U.S. homes. 


Electrical appliance dealers all over the country 
tell us about LIFE’s local impact. For instance, 
L. F. Kahl, of Freeport, IIl., says: “I estimate 
that 70 per cent of the people in Freeport read 
LIFE. I consider it first in interest and read- 
ability. We subscribe to 22 magazines, and 
LIFE would be the one we'd keep if we could 
have but one.” 


“Why people buy” is the subject of a recently 
published Fact Sheet from LIFE’s Research 
Department, dealing with the electrical appli- 
ance market. It shows the importance of the 
replacement market. We'll be glad to send you 
a copy if you'll write LIFE Merchandising, 9 
Rockefeller Plaza, New York 20, N. Y. 
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This jeep, pictured in a recent “Science” essay in 








- LIFE, dangles in the air only because of the re- 


markable adhesive powers of a new superglue 
called Redux. It holds together the three blocks 
(see inset) which support the jeep. Redux unites 


metal to metal or metal to wood so firmly that 
the material will break before the joint will 
yield. The report on this new adhesive illustrates 
how LIFE reports new developments in many 
fields for its 22,000,000 readers week after week. 


LIFE has more readers every week 
than any other magazine ... 


LIFE sells your customers... 


They learn what’s new in 
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for SUMMER MARKET! 


@ A product with proved de- 
mand—millions of these orig- 
inal “Insect Repellent’ Lamps 
were sold prior to “Pearl Har- 
bor’. Get your share this year. 
Two sizes, 60 and 100 watts, 
now being made again. Cuts 
night flying insect attraction up 
to 92%. For porches, gardens, 
amusement parks — wherever 
people spend summer eve- 
nings out-of-doors. 


EYE CATCHING DISPLAY 


PROMOTES FAST TURNOVER 
. . +» QUICK, EASY PROFIT! 











Ask for details on the small unit 
packed Deal “’L” including the prewar 
dispenser display and literature. All 
orders filled in their order of receipt. 





. 


yyy. 



























‘THE COMPLETE LINE 


With Amana you are READY to cash in on a 
GREAT NEW APPLIANCE MARKET. The 
three modern AMANA FREEZERS fit the 
needs and pocketbooks of ALL USERS. GET 
FACTS on AMANA. It's a good name to be 

associated with. Write or wire, 


Refrigeration Division Model 200 Freezer - Cooler 


AMA N A sO Cc | ETY A complete private Locker Plant. 


23 cu. ft. sha freezing capacity. 
AMANA, IOWA 120 cu. ft. Cooler. 


Model 50 

5 CU. PT. CABINET. 
Accessible .. conven- 
ient . . counter - bal- 
anced lid. No waste 
space. 


Model 90 

9 CU. FT. CABINET. 
Full view counter- 
balanced top. Con- 
tents easily acces- 
sible. 100% usability 
of storage space. 
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Admiral Furthers 


Television Development 


Admiral Corp. and television station | 


WBKB have concluded a broad joint 
working arrangement to further television 
development, it was announced recently 
by Richard A. Graver, vice-president of 
Admiral in charge of the radio division, 
and by Elmer C. Upton, managing di- 
rector of the station. 

As the initial phase in the arrangement, 
Admiral, has taken over two 30-minute 
evening periods a week for a variety of 
experimental telecasts. These programs, 
although commercial in format, serve 
chiefly, according to Graver, as an “edu 


| cational course” for Admiral dealers and 


distributors to ground them thoroughly 
in television fundamentals. Dealers attend 
telecasts in a group as part of the plan. 
The programs are under the direction of 
Seymour Mintz, advertising manager; Pat 
Shannon, Admiral account executive for 
the Cruttenden and Eger, advertising 
agency, Chicago, and Helen Carson, pro- 
gram director of the station. 

A survey of all sets in the WBKB Kist- 
ening area to fix their ownership, location, 
operating condition and audience size, is 
now being made by the station. Weekly 
“enjoyment questionnaires” to be sent to 


set owners will probably become a part | 


of the plan. 


WBKB is the only television station 


in Chicago now operating on a regular 
schedule, presenting shows Tuesday, 
Wednesday, Thursday and Friday of each 
week. The station is owned by Chicago’s 


motion picture theater company, Balabam | 


& Katz, a subsidiary of Paramount. 


Walter J. Conlon Dies 


Walter J. Conlon, 57, founder and 
former president of Conlon Corp., Chi- 
cago, makers of household washers and 
ironers, died recently in Manistee, 
Mich. 

Mr. Conlon retired in 1940. He 
maintained a summer home in Michi- 
gan and spent the winters in Florida 

He is survived by his wife, four 
sons, a daughter and two grandchil- 
dren. One son, Tom Conlon, is vice- 
president of Conlon; Richard Paul, 
after serving more than two years as 
an army technician, twenty months in 
India, and Edward J., for fifteen 
months a naval cadet, recently were 
given medical discharges. Walter J. 
Conlon, Jr., is an electrical enginee: 
with the Norge Company at Muske- 
gon, Mich. 


Sonora Buys 
New Record Plant 


Acquisition of a new record manufac- 
turing plant and disclosure of new mer- 


chandising policies were made recently by | 


Joseph Gerl, president of Sonora Record 
Co. The plant is situated at Meriden, 
Conn., and will operate under the company 
name of Reko-Plastic, Inc. Phonograph 
records for Sonora will be its sole output. 

At the present time, Sonora’s records 
are produced at Scranton, Pa. Besides 
this new Meridan plant, which is sched- 
uled to go into production in June, Son- 
ora’s merchandising blueprints call for 
additional disc output from a third plant 
early in the post-war period. Sonora’s 
current marketing is limited approxi- 
mately to one new record album a month. 
With increased production presently 
available from the Meriden plant, com- 
pany officials hope to market at least two 
new albums monthly. 


| 
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VOGUE MODEL 


A meERICA's 
FIRST 
ADJUSTABL 
eo ome ae 
BROILER 
the ONLY Adyustab 
Electric Broiler Made 


Will Help Make 
America’s Kitchen 
Electrical 


Broils meats, fish or fov 
in a matter of minute 
Table service. Only on 


dish to clean. 


MANUFACTURING COMPAN' 
KANSAS CITY missouR! 


Ohiqn awila 
» — 
\\iee 


Vas 
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ALUE will be a dominant factor in post-war appliance sales. And 
maximum value for every consumer dollar will be the Globe Ameri- 
can policy. 

How will this value be built into the DUTCH OVEN Gas Range? 
First, by streamlining manufacturing operations with modern methods 
and machinery to a point of maximum efficiency and by the concentration 
of all efforts on the DUTCH OVEN Gas Range. With the elimination of 
all factory operations and equipment that detract from the primary ob- 
jective—building the finest and most efficient gas range at the lowest 
possible manufacturing cost. 

Second, factory efficiency will not be nullified by excessive sales costs. 
Factory efficiencies will be supported by active distribution economies. 
The DUTCH OVEN streamlined marketing program was formulated by 
men specializing in marketing, distribution and merchandising, by the 


will count most 








in your Post-War 


Sales Plan 


largest retail institutions, chain store and utility executives, and by indi- 
vidual owners of successful wholesale and retail establishments. 

Third, forward-looking home appliance distributors—selected for 
their initiative and energy—recognizing the need for practical streamlined 
distribution methods, endorse the Globe American formula and accept 
a key responsibility vital to every appliance dealer—the marketing of 
DUTCH OVEN ranges without duplication or multiplication of expense and 
at costs competitive with mass distribution methods. 





When war material is no longer needed, when it is patriotically time 
to move, DUTCH OVEN sales will dramatically express America’s 
appetite for valve in fine cooking equipment. In the meantime, Globe 
distributors know the complete DUTCH OVEN story and will gladly 
give you information on this valuable franchise. 

Remember—ONLY DUTCH OVEN AUTOMATICALLY TURNS 





















































































h or for composite ideas of merchandise managers and buyers of the country’s OFF THE GAS AND KEEPS ON COOKING. 
minute 
Only on INVESTIGATE THIS VALUABLE DUTCH OVEN FRANCHISE. WRITE YOUR NEAREST DUTCH OVEN DISTRIBUTOR! 
city STATE DISTRIBUTOR city STATE DISTRIBUTOR city STATE DISTRIBUTOR 
Albeny New York Unassigned Grand Rapids Michigan State Distributing Co. Omaha Nebraska Paxton & Gallagher Company 
Amarillo Texas Nunn Electric Company Great Falls Montena Great Falls Paper Co. Ottumwe lewa Harper & Mcintire Company 
Atlanta Georgia Unassigned Hartford Conn. Unassigned Peoria 
Baltimore Maryland David Kevfmenn's Sens Houston Texas Reader's Wholesale Distributors | Philadelphia Penna. Trilling & Seg ~ 
Binghamton New York Unassigned Huntingion W. Virginia Van Zandt Supply Company Ari lesale Supply Co. 
Boston Mass. Bigelow & Dowse Company Indianapolis Indi Capital Paper Company Pittsburgh Penna. Ancher Distributing Company 
Buffalo New York Bickford of Buffalo Jackson Miss. Arthur Fulmer Providence Rhode island R. U. Lynch, inc. 
Cedar Rapids lowe Harper & Mcintire Company Jacksonville Florida Major Appliences, Inc. Richmond =— Virginia Unassigned 
Charleston Se. Carolina C and D Distributing Ce. Kenses City Missouri Richards & Conever Hdw. Co. | Rochester New York Bickford Brothers Co 
Chartotte No. Corolina Unassigned Knoxville Tenn. Unassigned br gel = & Co., inc 
Chicago Winois The Harry Alter Company Little Rock Arkanses Frank Lyon Company 
Ciacinneti Ohio Distributing Company Les Angeles Calif. J. N. Ceazan Company _ — —— thane Company 
Clarksburg W. Virginie Van Zandt Supply Company Lovisville Kentucky Tafel Electric & Supply Ce. San F Sake Calif. Pacific Wholesale i 
Cleveland Ohio The Kane Company Memphis Tenn. Arthur Fulmer Suattdis | Se, Bean 
Columbus = Ohio Hughes-Peters, Inc. Miami Florida Major Appliances, Inc. South Bend indiana The Ridge Company 
Dellas Texas Porter Burgess Company Milwaukee Wisconsin Electre-Pliance Distributors, inc. Sterling IWinois Products Co. 
Deyton Ohie Hughes-Peters, Inc. Nashville Tenn. Tafel Electric & Supply Co. St. Poul Minn. Séciens Pasbitese So. 
Denver Colorado Tom Savage & Son Newark New Jersey Apollo Distributing Co. Tampa Florida Appliances, Inc. 
Detroit Michigan State Distributing Co. New Orleans Lovisiana Woodward, Wight & Co. Toledo Onie The Kane Company 
El Paso Texas Unassigned New York New York Maytag-Atiantic Co. Inc. Washington 0.C. Devid Kavfmann's Sens 
Forgo Ne. Dakota Farge Glass & Paint Co. Oklah City Okiah Richards & Conover Hdw. Co. Williamsport Penna. D & H Distributing Company 
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FREEZ-ALL has beauty—eye appeal—sales appeal beyond 
all expectations, but more than that, a long list of special 
features of design and construction that will give ydu 
important selling advantages. High in importance are 
(1) Drawer type construction for far greater convenience 
(2) Emergency hold-cold solution that will protect foods 
for days if the power fails. 
about the market for home freezers and the complete list 
of FREEZ-ALL features. Write today. 
are now being franchized all over America. 


FREEZ-ALL DIVISION 


Portable Elevator Mfg. Co. 


REEZER \nousTRY 


Let us send you full details 
FREEZ-ALL dealers 


Bloomington, Illinois 


BELDEN GETS ARMY-NAVY “E"—Belden Mfg. Co. plants in Chicago and Rich- 


mond, Indiana, were recently awarded the Army-Navy “E". 


Left to right: Les A. 


Thayer, commercial sales manager, Belden; Col. Nelson S. Talbott, commanding 
officer, Mid central district, Air Technical Service Command. who presented the 
flag; Lt. Cmdr. N. D. May, officer-in charge, Region 6, who presented the “E" pins, 
Whipple Jacobs, president of Belden; Lt. Col. John M. Neihaus; H. W. Clough, 
vice-president, Belden; Chaplain V. L. Cottam, and Col. John Slezak. 
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Dealers report: “Terrific profit-producer”, . . . 
“Sure-fire sales hit!'’.. .‘Best bet of the season!" 
. . "Brings women into my store!" 

Never before a “natural” like the 
new DUTCH Clothless Coffee Filter! 
The Medern PRACTICAL Clothiess Filter 
® SPARKLUNG CHINA .. . virtually unbreakable! 


© SIMPLE, EFFICIENT .. . no cloth or paper! 
® SNAPS IN EASILY . .. can’t fall out! 






NOW! At no increase | 
* im price, every VACULA- 
TOR is equipped with the 
new DUTCH filter. 


ee ce ce cee we ee ee ee es oe oe od 


HURRY! 
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FREE! Full-color 
DISPLAY-DISPENSER! 
* 

BACKED BY A GIANT 
ADVERTISING CAMPAIGN 
IN 18 NATIONAL MAGAZINES! 
* 
if you haven't gotten on this 
bandwagon, phone or wire 

your jobber NOW! 


HILL-SHAW CO., 311 N. Desplaines St., Chicago 6, Ill. Sales offices in principal cities 





ET “DUTCH’ BUILD EXTRA PROFITS FOR YOU! 


Wittrarp  ( Brown, formerly an 
executive engineer at General Elec- 
tric’s Nela Park, and for more than 
two years a Commander in the Supply 





CAPTAIN WILLARD C. BROWN 


Corps of the U. S. Naval Reserve 
has been promoted to the rank of 
Captain in the U.S.N.R. 


First Issut or WestincHouse News- 
front, a new monthly publication, made 
ts appearance recently. Printed in two 
colors and illustrated with drawings 
and photographs, this new 4-page re- 
port contained short articles describ- 
ing the latest achievements by the 
company in scientific research, engin- 
eering and production 


Ferro Exasrt Corp. employees in 
Cleveland were notified recently that 
they had won the Army-Navy “E” 
award for the fifth time 


Scuick, Ine., manufacturers of Schick 
shavers, has set up a special plastics 
section headed by Leslie Guilmart for 
more concentrated treatment of plas- 
tic problems, and to keep informed on 
new developments in the plastic field, 
Normal Gray, chief engineer of the 
company announced recently. 


TOASTMASTER Div., of McGraw Elec- 
tric Co., Elgin, Ill., received the third 
renewal of their Army-Navy “E” 
award recently in a dispatch to D. 
Scott Campbell, executive president of 
the company from Admiral C. C. 
Bloch, chairman, Navy Board for Pro- 
duction Awards. 
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W. L. Enrietp, G-E lamp develop- 
ment pioneer at Nela Park, died re- 
cently in Cleveland. Mr. Enfield had 
been manager of G-E’s Lamp Devel- 
opment Laboratory in Nela Park for 
25 years. 


KELNARD Service, |Nc., 31-08 Northern 
Blvd., Long Island City, N. Y. factory 
authorized service station for Kelvina 
tor and Leonard in New York City, 
has increased its quarters 3,000 sq. ft. 


Sates oF Cory glass coffee brewers 
for 1944 exceeded any previous year, 
according to J. W. Alsdorf, president 
of Cory Glass Coffee Brewer C 
Chicago. They recently moved to an 
enlarged plant, which gives them 120,- 
000 sq. ft. manufacturing space on 
Chicago's southwest side 


Witcox-Gay Corp., Charlotte, Mich., 
has won for the third time the Army- 


Navy “E”. 


A Boy ANp GIRL from Brooklyn won 
the $2,400 Westinghouse Science 
Scholarships in the Fourth Annual 
Science Talent Search—Marion Cecile 
Joswick, 17-year old Brooklyn Manual 
Training High School graduate, al- 
ready at work on war research for the 
Army, and Edward Malcolm Kosower, 
16, a senior at Stuyvesant High 
School, Manhattan. In addition, out of 
the 40 student delegates attending the 
5-day Institute in Washington, one 
girl and seven boys were selected to 
receive 4-year $400 Westinghouse 
Science Scholarships. The 30 other 
young scientists received l-year schol 
arships worth $100 each 


JACKSONVILLE Metat Mec. Co., Jack- 
sonville, Florida, are offering $200 in 
prizes for the four best names for 
their new portable electric heater now 
on display in the showrooms of the 
Miller Electric Co 


HOUSE HEATING BY ELACTRICITY W 
suggested as a possibility to its cus- 
tomers by the California-Oregon Pow- 
er Co. in making announcement of 3 
new rate reduction whick took effect 
in February. Rates were equalized 
for both rural and urban customers, 
with a reduction of about 11 percent 
ior domestic use and about 14 percent 
for commercial use. This district al- 
ready boasts an unusually high satura- 
tion of electric ranges and water heat- 
ers, so that no great extension of 
facilities will be required to serve addi- 
tional load which might grow in the 
househeating field. 
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Thermador’s famous 
“Head-To-Heels” 
Electric Bathroom 

Heater 





Seldom has a bathroom heater caused such excitement as 
this unique Thermador “Head-To-Heels” Electric Bath- 
room Heater. At the flip of a switch the bathroom is flooded 
with fumeless, flameless, clean warmth. Provides heat in a 
bathroom, where it’s almost always needed, without using the 
central heating system. A must in all-electric houses. There 
is nothing else like it on the market. If your territory is open, 
now, this is definitely your opportunity. * As you know, 


Thermador is no war baby, but an experienced manufac- 
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turer of electrical appliances with a reputation for sound de- 


sign, sound manufacturing and sound merchandising, whose 
products are in use from coast to coast. * And just as the pre- 
war line contains items with many exclusive selling features, 
so will the post-war line be out in front and “seven leagues 
ahead.” * Electrical wholesalers interested in an electrical 
appliance line with many exclusive selling features, backed 
by a quarter of a century of manufacturing and merchan- 


dising experience are invited to write or wire for details. 





Electrical Manufacturing Company 
5119 SOUTH RIVERSIDE DRIVE-LOS ANGELES 22, CALIFORNIA 


a» 






SUBURBAN WOMEN 


CITY WOMEN 










A recent survey of women 


all over the country shows that: 


53 out of 1OO women say 
General Electric makes the best 


TUNE 


electrical appliances for the home 
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SMALL-TOWN WOMEN 


This preference is more than twice that for the next most 





popular brand! 
And General Electric is working now to build still greater 

preference for each individual appliance, with one of the 

greatest advertising campaigns in our history! 

@ “TheG-E House Party,” a sparkling, “audience participa- 

tion” daytime radio show available to 28,000,000 homes, 

five days a week over the CBS network of 142 stations. 


@ Over 670,000,000 individual advertisements in con- 


sumer magazines during 1915. Real product selling for 


G-E Refrigerators, Ranges, Laundry Equipment, Electric 
Sinks, Electric Blankets, Clocks, Irons. Toasters, and 
Coffee Makers. 


That’s why successful merchants will feature the full 
line of General Electric Home Appliances as soon as they're 
available. General Electric Co., Appliance and Merchan- 
dise Department, Bridgeport, Conn. 


For Victory—General Electric is working night and day to 
back the attack. You can help, too, by buying and holding 
more War Bonds than before. 





TUNE IN: 


“The G-E House Party,” every afternoon, Monday 


e through Friday, 4 p. m., E. W. T., CBS. 


“The G-E All-Girl Orchestra,” Sunday, 10 p. m., 


FE. W. T., NBC. 


“The World Today,” News, Monday through 
Friday, 6:15 p. m., E. W. T., CBS. 
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EVERYTHING ELECTRICAL FOR HOMES AFTER VICTORY 





The 22 years’ “Know How” of the KITCHEN MAID 
distributor organization, plus the famous reputation of 
these cabinet units, will be yours as a dealer in this 
oldest modern kitchen company. Package sales are sim- 
ple, but experienced support is a must for planned assem- 
blies. We provide this support. Some dealerships are 
open. If interested, write The Kitchen Maid Corp., 355 
Snowden Street, Andrews, Indiana. 
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(TCHEN MAI 


FOUNDER OF MODERN KITCHEN UNITS 
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WHEN OUR WAR JOB 
iS COMPLETED 


* New PINCOR Products 


WILL GO TO WORK FOR YOU 


@ There will be a new line for the sales- 
minded dealer —PINCOR Products —the 


result of careful planning and research, POWER LAWN 


skillful designing and engineering, and a 
exhaustively tested to insure user satis- 
faction 
Built with many exclusive construction 
and operating features, and backed by an 
aggressive sales and merchandising pro- 
gram, PINCOR Products will make a fast- 


selling, profitable line for the progressive 


HAND LAWN 


dealer who has his eye on the future. MOWERS 


Not ready now, because of war de- 
mands; but watch for the new, depend- 
able PINCOR Products and write for 


further information now. 





SYSTEMS 


PIONEER 
GEN-E-MOTOR 


CORPORATION 
5641-49 DICKENS AVENUE 
CHICAGO 39, ILLINOIS 





008 §=69PROCTOR 


PROCTOR IRON DISPLAY—New color- 
ful display featuring the “Neverlift" iron 
is being offered free to dealers by Proc- 
tor Electric Co., Philadelphia, Pa. 





New Literature 





Chicago Molded Products Corp. 


“The Story of Plastic Molding” is 
the title of the new booklet recently 
issued by Chincago Molded Products 


| Corp., Chicago, Ill. Comparative phy- 


sical properties of leading plastic 
molding materials, molds and how they 
are made, designing for plastic mold- 


| ing are some of the interesting subjects 
discussed in this booklet. 


Concord Radio Corp. 


Concord Radio Corp., Chicago and 
Atlanta (formerly Lafayette Radio 
Corp.) has just published a compre- 


| hensive 68-page Guide Book of special 
| interest to users of radio parts and 
| electronic equipment. The book lists 


hundreds of must items available im- 
mediately in single units or in large 
quantities, and lists standard lines of 
condensers, resistors, transformers, 
tools, testers, tubes and other essential 
components and equipment. A special 
features is the 16-page “Special Value” 
section. 


Estate Stove Co. 
The sales training department of 


Estate Stove Co., Hamilton, O., has 
placed in the hands of their wholesales 


| distributors an animated album pre- 


sentation, or visualizer, for use in 


| franchising dealers for post-war dis- 


tribution of Estate Heatrola ranges 


| and heaters. The first section is in- 


stitutional based on the theme of 
‘Who Did It—First?”—cartoons and 
captions in the question-and-answer 


style. A brief review of Estate’s war 


work activities comes next. then the 
product story follows. The final sec- 
tion is a prospectus of Estate’s 1945 
national advertising program. 


| Ferro Enamel Corp. 


Ferro Enamel Corp., Cleveland, O., 
manufacturers of porcelain enamels, 
colors and other materials for the 
coating of metal products, has just 
published a color chart showing its 
oxides suitable in producing colored 
porcelain enameled ware. The chart is 
designed to show base-colors and 
blends. Charts are available to com- 


panies interested upon request. 


PLASTIC FLASHLIGHTS 


Model 100 M 





| Positively Modern 
| GITS 


“Batteries and working parts are clearly visible 
through the transparent unbreakable body of Gits 
Plastic Flashlights, Battery corrosion, that has de. 
stroyed millions of flashlights yearly, is detected 
immediately. Here is the really modern flash- 
light with longer life, new utility, eye appeal and 
pleasing warmth of touch. Three-way signaling 
and positive switch always works! Two cell, pre- 
focused with brilliant reflector. 


Available in two styles, illustrated. Transparent 
also in colors, red, black, khaki, blue or ivory 
Straight 2-cell ‘Plastic Eye’ Model.. Stock No. 
100 retails at $1.00. Super Right angle 2-cell 
Model Stock No. 122 retails at $1.75 (with 2 
bulbs). Order from your jobber. 


Subject to Limitation Order L-7!. Orders ac- 
cepted for post-war deliveries, 


4656 West Huron Street, Chicago 44, Ill. 


Manufacturers of the famous Gits Flashlights, 
Knives, Savings Banks, Games, Protect-O-shields, 
etc. 





Canadian Distributor: 
Kohn, Bold & Loddon, Ltd., 69 York St., 
Toronto 











ru 4 BIG 


RADIO DEALER 


Whether the dealer is measured by the inch 
or dollar, GAROD cooperation measures 
the same for all of them. Every GAROD 
dealer will be stocked with the best-look- 
ing, best-performing, best-selling sets in 
the field. Your profits will be protected. 
You'll receive the full benefit of the 
GAROD promotional power. In short, 
you'll get what you want — quick sales, 
satisfied customers, and money in the bank. 


Place your order now with 
your nearest GAROD distributor. 


Sut 
GAROD G) RADIO 
on Gr 


WASHINGTON STREET BROOK 
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ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN'S HOME COMPANION 









Maytag Washers 
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Estate Heatrola Philco Refrigerator 
Ranges . 
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Far seeing retailers will spot the extra profit opportunity in this 

picture! Because smart retailers have proved that products advertised 

in the Companion move even faster when you display them with a copy of 
the Companion, or pages from it. Why not get these proved extra profits 
... benefit to the fullest from the manufacturers’ efforts to help 

you sell? It’s so easy . . . so profitable. See for yourself. 
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WOMAN’S HOME COMPANION 


id 250 PARK AVENUE, NEW YORK 


tra profits 
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for Pressures 
Up To : In. 


For those jobs where it is 
necessary to discharge into a 
duct or where other resistance 
up to “4” S. P. is expected, the 
Buffalo Type “NV” Breezo 
Fan is the answer to your disk 
fan problem. 

Designed by Buffalo engi- 
neers to operate quietly, the 
heavy duty four-bladed “NV” 
wheel delivers full rated ca- 
pacity. Blades are die-shaped 
and set at the correct angle 
for maximum efficiency under 
operating conditions de- 
scribed. 



























3222 D which gives full information. 


BUFFALO FORGE COMPANY 


205 Mortimer Street 
Canadian Blower & Forge Co., Lid., Kitchener, Ont. 





FOR FANS 





Type “NV” Fans are built in seven sizes, from 12” to 36", with 
capacity range up to 15,000 cim. at %" S.P. Write for Bulletin 


Buffalo, N. Y. 


Type “NV” 


DY.2:, FANS 
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COMPARE HARDERFREEZ with any other home or farm freezer, and 
ou'll see why experts have picked it to be the biggest selling Home 
Seonst Food Storage Unit in the world! 12 cubic-foot capacity. Tem- 
perature control. Foolproof hardware. Breaker strip mich, - outside to 
inside contact. Outer shell joints hermetically sealed. 25% more insu- 
lation. One piece, OKAY Plate Coil. Attractive modern design. Some 
available this year— huge production after the war. Order now! 


w R iT E HARDER REFRIGERATOR CORP., Dept. E5 Cobleskill, N.Y. 


Rush complete information on HARDERFREEZ. 
TODAY! . Name 


Address 
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DISING 


ES TODAY 


EARS TOMORROW 


THE PAY-OFF IS ON THE KNOW-HOW 


W's a big job...selling radios before they're built. That's what the 
Hoffman organization is doing. Selling a new nome — selling the 
western public—laying a strong foundation for consumer acceptance. 


Hoffman has a sound merchandising pion that is built around a 
practical understanding of western needs. It includes a sustained 
advertising program directed to the Western Buyer—poving the way 
for sales with colorful outdoor posters in principal western cities. 


You'll want to know more about Hoffman's ability to deliver —to 
protect the deoler—to help you sell more radios after Victory. 


Write us—let’s talk it over. 
[foffman ravio corporation 
LOS ANGELES 7 + CALIFORNIA 





Sell a Practical 
HOME 
DISHWASHER 


at amazingly low cost 


The MODERN MAID operates on a new principle ... over- 
tomes all objections to old-style electric dishwashers 


®@ Here at last is a completely practical them.. 
electric dishwasher . . . priced so low that 


it should be one of your best post-war 


. at the rate of 140 gallons per 
minute! 


@ It operates either fully loaded . . . or 
with only a few dishes—washes dishes, 
greasy pots and pans... vegetables and 
table linens . . 


sellers. And price is only one of its com- 
petitive advantages! 


@ Modern Maid utilizes an entirely new . thoroughly cleans itself 


Principle of completely submerging dishes after use... is easy to operate... and 


by forcing 4-5 gallons of hot water over does not break dishes. 


DEALERS, write for the name of the 


eeceeeeeeeeeeoe ee eeeeee 

searest distributor today. Afewareas @ d 
Please send me the name of the MODERN MAID dis- 
stribeters. ® 
we still open to qualified di @ tributor in my area. EM-5 
MODERN MAID CO. $ Name_ 
122 Sewth Michigan Avenue e@ Street & No. 
Chicago 3, Illinois © Ciy- Zone- State 
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POT OF GOLD for retailers! Silex coffee makers are 
profit-makers, because Silex is “‘24K’’—the standard 
by which all coffee makers are judged. 


GOLDEN PRESTIGE for your store! Silex adds to your 
reputation for carrying the top brand in every line. 


THE REAL THING! No need to apologize “‘As good as 
Silex.’ People already know that only coffee makers 
plainly marked “Silex” can make coffee so clear and 
full flavored . . . that only the Silex coffee maker has 
the patented FLAVOR-GUARD filter. And millions 
more are learning, from Silex advertising. 


GOOD AS GOLD on your shelves! Silex turnover is 
another exclusive Silex feature that can’t be copied. 


GOLDEN TOUCH in advertising! Silex national ads are 
telling more people, more times, about the mouth- 
watering goodness of coffee obtainable from coffee 
makers marked Silex. 


GOLDEN OUTLOOK ahead for you—with sensational 
new coffee maker developments and the already 
proven Silex Steam Iron, ready to launch the minute 
peacetime production can be resumed. 


rue S ILE X co. 


HARTFORD 1, CONN. «+ ST. JOHNS, P. Q., CANADA 


STRADE MARK MEGISTERED U.S. PAT. OFF. 


PAGE 





195 


















Reliable. 























tion. 
emergency service. 













ELECTRICITY 


For Any Job—Anywhere 


economical electric 
yours anywhere, anytime with an Onan 
Electric Generating Plant. From the 65 basic 
models, the right plant for any job or appli- 
cation, large or small, can be selected. 


Driven by Onan built, 4cycle gasoline 
engines, these power plants are of single- 
unit, compact design and sturdy construc- 
Suitable for all mobile, stationary or 


Model shown in from W2C 
series 2 and 3-KW 60-cycle 
118 volt powered by wofter 
cooled 2 cylinder Onan built 


engine. 


3239 ROYVYALSTON AVENUWE 


MINNEAPOLIS 5, MINNESOTA 


ELECTRIC 
id 


Wig 


PLANTS 


service is 
over 
750,000 


in service 


Model range from 350 
to 35,000 watts. A.C. 
types from 115 to 660 
volts; 50, 60, 180 cycles, 
single or three-phase; 
400, 500, and 800 cy- 
cles, single phase; also 
special frequencies. 


D.C. types range from 
6 to 4000 volts. Dual 
voltage types avail- 
able. 


Write 


for engineering 
assistance or 
detailed literature 








D. W. ONAN | 
and SONS 















































The retail sale of Sun-Kroft 
Lamps is restricted to those who 
are in need of ultraviolet ther 
apy, ond may be sold only upon 
the presentation of a written 










order or prescription from a 
licensed medical practitioner. 
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RAY THERAPY LAMP 


95% ultraviolet output*—no heat 
. BUILT-IN AUTOMATIC TIMER 


Controls duration of treatment 
. 5-YEAR GUARANTEE ON 
QUARTZ TUBE 
Will not burn out, discolor or weaken in 
ultraviolet ray intensity 


4. FREELY FLEXIBLE 


Adjustable to treat any part of body 


5. COMPACT, PORTABLE 


Weighs only 20 pounds 


6. BRUSHED CHROME FINISH 


Will not stain or rust 


7. A.C. OR D.C. CURRENT 


Uses only 40 watts 


8. HANDSOME CARRYING CASE 


Each lamp comes with case and safety 
goggles 
Priced to Retail at $64.50 


War Production Board limitation order number L259 
as amended April 7, 1944, permits us to manufacture 
Sun-Kraft Ultra Violet Ray Generators for civilian use. 


Sun-Kraft Bidg.,2\5 W. SUPERIOR STREET 


Sumn-K: 


Inc. 





CHICAGO 10, lit. US A 


. GENUINE QUARTZ TUBE 
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Rittenhouse Co., Inc., The A. E. 
ee eee 
Robbins & Myers, Inc. 


Samson United cnc bes. 2 

Saturday Evening Post...... 134, 
Searchlight Section ...197, 198, 
Sentinel Radio Corp...... aie 
Sessions Clock Company, The... 
Signal Electric Mfg. 
Silex Company, The........... 
Smith Corporation, A. O.. . . 102, 
Sonora Radio & Television Corp. 
Sparks-Withington Co., The .... 
Radio 


Stewart-Warner 

Div.” 
Successful Farming 
a” 2 eer eee 
Sunroc Refrigeration Co....... 
Swartzbaugh Mfg. Co., The... .. 
Sylvania Electric Products, Inc.. 


Corp., 


Templetone Radio Mfg. Corp... 
Tennessee Valley Associated 
ee ee rere 


Thermador Electrical Mfg. Co.. 
Trav-Ler Karenola Radio & Tele- 

a 
True Story 


U. S. Eelctric Mfg. Corp........ 
U. S. Engine & Pump Co........ 
United Vacuum & Appliance Co. 
Utility Appliance Corp... . 


Verd-A-Ray Corp. ......... 
Victor Electric Products, Inc. 
Voss Bros, Mfg. Co. 


Warren Telechron Co. 13, 
Warwick Mfg. Corp. . 
Washer Sales & Service Co. 
Westinghouse Elec & Mfg. Co. 
100, 101, 
Westinghouse Elec. & Mfg. Co., 
Home Radio Div. . 66, 
Westinghouse Elec. & Mfg. Co., 
Lamp Div. — 
rete te Gav . dane-> cede 
White Products Company... .. 
Whitney Blake Co............ 
Wiegand Co., Edwin L......... 
Wirebound Box 
Assoc. 


Manufacturers 
Woman's Home Companion.... 
Wynar Parts & Service. . 


Zenith Radio Corp. 


SEARCHLIGHT SECTION 
(Classified Advertising! 
POSITIONS VACANT 198, 
POSITIONS WANTED ........ 
SELLING OPPORTUNITIES 198, 
DISPLAY ADVERTISERS 
American Appliance Corp. 
Doremus & Co. . 
Electric Supply Co., Inc. 
McDaniel, Jas. A. .... 
Russell & Co. 


106 
178 
169 


» 


135 
199 


. 153 


140 

49 
195 
170 
131 


15 
196 
i 
82 
192 


107 


138 
181 


96 
149 


176 
185 
197 

84 


178 
72 


. 176 


198 
75 


197 


147 


77 


. 197 


121 
108 
120 


. 182 


193 


. 197 


199 
199 
199 


. 199 
. 198 
. 199 
. 199 
. 199 
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WITH 


CADILLA 


VACUUM CLEANER 


Let us all help to gain victory first, ant 
when Cadillac gets the ‘‘go-signal’’, we’ 
be ready for quick action. We will be read 
to help you serve the homemakers of 
waiting America, ready to offer them 
thru you, the ultimate in vacuum cleanem 
features and cleaning performance, ang 











ready to provide you with enormoug oy 
profit-making opportunities. Cadillaglj om 
points to a long, proud record and look MID" 


forward with you to new achievementsj 2720- 





Our efforts, now, are directed, 
only, toward winning the war 


THE CADILLAC 
LINE WILL BE SOLD 
ONLY THROUGH 

RELIABLE 
DISTRIBUTORS 
AND DEALERS 





CLEMENTS MFG. CO. 


6666 S. Narragansett Ave., Chicago 38,1! 











Manufacturer of Cleaning Equipment 
for More Than Thirt . 
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UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum charge $4.00. (First line in small black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisylayed ads. 


WHERE To Buy 


Parts, Services & Accessories 


DISPLAYED RATE: 


$12.50 per inch per insertion. Contract rate on request. (An advertising inch is 
measured vertically %” on one column. There are 4 columns—48 inches to « page.) 

























PRECISION 
RECONSTRUCTED 





NET COST 
$2.64 UP 











immediate delivery on an Exchange Basis of all popu- 
Others rebuilt like new and guaranteed. 
Prompt service. Write for Armature Price List. 


PENN APPLIANCE DISTRIBUTORS 


lar makes. 


126 S. 2nd Street . 


ARMATURES 


FOR VACUUM CLEANERS AND SMALL APPLIANCES 





Harrisburg, Penna. 


One of Pennsylvania's largest vacuum cleaner supply houses. 
References: Dun & Bradstreet 


Aerobell —Boss—Gainaday—Laundry Queen 
Sunnysuds—Woodrow and Thirty Other Makes 


WRINGER ROLLS—LUBRICANTS—BELTS 


Will Stand 
150% Overload 
75% Overheat 
70% Overspeed 


We have a PARTS JOBBER near you 
Address on request 


AA mir TIID 2 » DUEBER AV $.W 
MANUFACTURING Ce canton 6, onto 


WASHER PARTS 


Carried In Stock For 











ARMATURE 
GROWLERS 
Two coil testers 
made of electric 
steel—to test for 
shorts. 

















=218-S. 


2218- 








UY /// 





PIN EXTRACTOR TOOL 


With this tool you can remove pins both taper and straight from 
95% of all the makes of washing machines. 


One of the greatest time saving tools ever developed for the 
washer repair men. 


» 1%" square hole for Maytag, Barton, American Beauty, Bee Vac, 
Blackstone, Boss, Dexter, Meadows, One Minute and others. 


R, 15” round hole for Speed Queen, 1900, Kenmore, Faultiess, A.B.C., 
Automatic, Conlon, Haag, Laundry Queen, Prima and others 


PEARSOL APPLIANCE CORP. 
2122 EUCLID AVE., 


Washing Machine and Vacuum Cleaner Parts 


A.B.C.—A. Beauty-Apex-Automatic-Barton-Beevac-Blackstone- 
Boss - Cass - Conlon - Crosby - Duchess - Easy - Faulftless - 
Gainaday - G.E. - Haag - Horton - Hot Point - Kelvinator - 
Kenmore - Magnetic - Meadows - National - Newton Maid-1900 
Whirlpool-Norge - One Minute - Maytag - Speed Queen - Thor- 
Westinghouse - Woodrow - Zenith - Universal - Voss - Lovell 
and Goodrich White Wringer Rolls - Goodrich Belts - Faultiess 
Casters - Grease - Oil Seals - Wringer and Motor Couplings - 
Shims - Bushings - Wringer Bearings. 


A.B.C., EASY, BEEVAC, AUTOMATIC GYRATORS RESPLINED 


Dealer's 
net price 


$4.50 


Dealer's 
net price 


$9.25 


CLEVELAND 15, OHIO 





$2.50 EACH. 





'Burned Out or Broken Electric 
Heating Elements 


repaired with NICHROCITE PASTE 
Simply overlap ends, apply paste, turn 
on current. Used by utility com- 
panies, etc. Family size, $1.00, 4 oz. 
size $2.50. Satisfaction guaranteed. 








TKs and Chromalox heat units, switches 
and parts for all standard makes of 
electric ranges. 


Finch’s Washer Parts Co. 


432 S. Division Ave. 
Grand Rapids 3, Mich. 


WASHER SALES & SERVICE CO. 


10 Federal St., N. S. Pittsburgh 12, Penna. 























ADVANCE CO. Box 861E Minneapolis, Minn. 
Our 


Que Brees PREE 


Washing Machine & Vacuum Cleaner Parts. 
i Save money by ordering all your supplies 
| from one de dable source. 


132-page 


Quality, Service, Low Parts 


| MIDWEST APPLIANCE PARTS CO. 


2720-22 W. Division St. Chicago 22, Ill. 








SPECIALTIES 





Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing 


Textile Specialty Co., W. 54th, Cleveland, O 


Board Pads 
and covers, washing and ironer covers. Ohio 








NEW ADVERTISEMENTS 





Received by May 18th will appear in the June 


ssue subject to space limitations 





LS 


ACF Now.... 
eae GENUINE PARTS 
ALL SIZES FOR IMMEDIATE DELIVERY 
PLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER CO. FOR 
WASHERS and CLEANERS 


1766 E. 55th STREET CLEVELAND, OHIO 
FROM ONE SOURCE 


Rpt yaw. cus Write for latest list which 


NOW ELECTRICAL APPLIANCES 


ONLY 10c 


EXTRA FOR THESE 
WHITER GOODRICH 


MADE-UP-ROLLS 


IN STOCK—IMMEDIATE DELIVERY 


1%," 














— Easy with Key way & Pin 

























Your Inquiries to 
Advertisers Will 
Have Special Value... 


for you—the advertiser—and the 
publisher, if you mention this pub- 
lication. Advertisers value highly 
this evidence of the publication you 
read. Satisfied advertisers enable the 
publisher to secure more advettisers 
and—more advertisers mean more 
information on more products or bet- 
ter service—more value—to YOU. 





; Hole 
makes handled and discounts from 1%," M L T 
with CHANITE Self-Welding ELECTRICAL published list prices.: é aytag Lower Tongue 
HEATING ELEMENT flux. Generous amount, End 
instructions - $1.00 BROCKWELL ELECTRIC CO. 1%" Lower for Lovell Tongue 
CHANITE SALES COMPANY Geaulié Petts Excledves 
914 South Main Fort Worth 4, Texas s Exclusively End 
106 E. 9th St. Chester, Pa. 2" Lower for Lovell Tongue 
End 
ONE SOURCE OF SUPPLY 24" for Sears, Kenmore & 


Original parts for following washers: 1900 Tongue End 


1913 Washington Ave., Houston 10, Tex. 
410 


Marquette, Minneapolis |, Mi i 244" for ABCT End 
@codsleh Whine Wringor Selle Gor GD nat ABC, Apex, Automatic, American ah = IT a end ” 
WASNER & CLEANER PARTS Beauty, Barton, Boss, Coronado, Cros- fF over tongue En 

ley. Dexter, G.E., Horton, Hotpoint, 2/4" Maytag Hex End 
U Ri | Ti E 8) Kelvinator, Kenmore, Maytag, Mead- 2%" Maytag Hex End 


Blank Rolls now in Stock 134", 
1%", 2", 22", 2%", 2%". 
ONLY 10c extra for 


ows, 1900, Norge, One Minute, Speed 
Queen, Thor, Universal, Voss. 


VACUUM & APPLIANCE co 











LAMP SERVICE .AND SUPPLIES 


Convert Vases, Oi! Lamps, Shells, War Trophies and 
other Objects into beautiful table lamps. You take 
the ordérs, ship to us; we do the work. Average job 
costs you $6.00, you sell for $10.00 or more. 

Can also supply repair parts for any floor, table 
or other lamp. Send broken parts for duplication. 


LAMP SPECIALTY SERVICE 
320! Grand Ave., W Detroit 6, Mich. 








Order by original part number or mail 
in old part for sample. Give name and 
model number of washer. 


Finch’s Washer Parts Co. 


432 South Division Avenue 
Grand Rapids 3, Michigan 














made-up-rolls 


Write for our new price 
list 


WYNAR 


155 STATE ST. 
ROCHESTER 4, N. Y. 











ELECTRICAL MERCHANDISING—MAY, 





1945 






























~ AVAILABLE 


GENERAL SALES MANAGER 
TRAFFIC APPLIANCES 


Successrur merchandiser of nationally known 
products in electrical and jewelry fields through 
jobbers, department stores, retailers, chain and mail 
order channels. 








Blectrica 
lew York 


At present General Sales Manager directing na- 
tion-wide sales and advertisirig departments of large 
‘i manufacturer of highest reputation. With an un- 
broken record of 18 years of accomplishment, there 

is offered a sales personality with energy and re- 
sourcefulness, a keen analyst with a brilliant mer- 
chandising sense, a splendid knowledge of product 
styling, packaging and new product development, 
and above all a straight thinking dependable organ- 
izer who can get results. Age 46, married, one child. 

















AGGRESSIVE ¢ CAPABLE ¢ ALERT - 
Inquiries invited from manufacturers, advertising now 
agencies and others seeking outstanding sales achieve- struct 
ment. | olen 
Address Box 192, Doremus & Co., Advertising il 
120 Broadway, New York City 5 ME so w 
| 
























DESIRABLE POSITION fy. 

tric fi 

| AS San 
|| SALES PROMOTION MANAGER 

| Prominent, well-established Detroit manufacturer has opening for Pus $ 

man’ with experience in home appliance merchandising. Excellent Men \ 
MAKE YOUR RADIO . CLOCK position, new, permanent, offers chance for personal growth. You 
will take charge of sales promotion department and participate 

AND A actively in planning and advertising. This advertisement is known Age lh 

LARM, T00 to our own employees. When writing please include experience, — 

education, age, salary expected. All replies held in confidence. Goyed 

Address —_ 

SW-745, Electrical Merchandising hare. 
520 North Michigan Ave., Chicago 11, Ill. S$... 








Here are dramatic new sales 
features for your post-war, low- 
priced bedside radio . . . it be- 
comes a clock and an alarm 
when you add the Telechron 
C-40 electric radio switch clock. 
Installation cost is low. Opera- 
tion is simple. Just pre-select 
the time with a single control 
knob—the C-40 turns on the 


The new Telechron C-40 
electric radio switch clock will 
be available for panel mount- 
ing, with dial and hands styled 
to your special needs. Tele- 
chron accuracy, long life and 
dependability give you extra 
selling points. For full details, 
write or wire Industrial Sales 








EXECUTIVE BUYER 


way. 


Furnish complete details to 





group of hard line merchandise 
including major electrical ap- 
pliances and radios. Post war 
expansion program now under 






















Division, Dept. G, Warren 

rogram automaticall dacts T Pre 

: ay ms = Pra D Company, Ashland, P-739, Electrical Merchandising 
p awakener. assachusetts. 520 North Michigan Ave., Chicago 11, Ill. acs 
siv 
ing 
Personnel and Sales Executive Available For Every Business Want . 
Over 20 years sales and sales promotion experience ful 


Think “Searchlight” First! 


“Seachlight"’ — classified Advertising — 
“spots” current Employment, Equipment 
and Business Opportunities——both offered 
and wanted—in the industry served by 
Electrical Merchandising. 


with largest washer manufacturers. Po aie | 
San ay La — & University. Now Employment 
Personnel gy large 


Telechron 


SEG. U. S. PAT. OFF 








Eastern Ma 
sound. cas f ..—- reasonable. 
SA-748, Electrica) Merchandising 

330 West 42nd St., New York 18, N. Y. 
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under 
JAS. A. McDANIEL, V.P.& G6. M. 
1145 E. 22nd St., indianapolis 7, Ind. 
Vant e . 
> First! full particulars in first letter to 
we BO-746, Electrical Merchandising 
oth offer 


served by 





@ SEARCHLIGHT SECTION @ 





POSITION WANTED 


ECTROTECHNICIAN—To work New York 
June 18. Gallardo Concordia 126, Maya- 
P. R. 


e 











REPRESENTATIVES AVAILABLE 

















ACIFIC COAST Representation. A firm con- 
“ ting of three partners who possess exten- 
ve pusiness and merchandising experience 
n the Pacific Coast, particularly in the San 
cisco area, is desirous of contacting man- 
acturers who contemplate renewing or es- 
~ shing agencies on the Pacific Coast. 
isfactory references can be furnished. 

King, Shea, & Poston, 604 Mission St., 
> ‘Francisco 5, California. 

















NUFACTURERS, How about the deep 
Sec th? Manufacturers representative wants 
od lines to sell wholesalers or department 
ad | arge retailers in Louisiana, Mississippi, 
bama, North Florida, South Georgia. Ex- 
jusive representation on straight commission 
asis. Give all details first letter. RA-742, 
jectrical Merchandising, 330 W. 42nd St., 
ew York 18, N. Y. 


NEW ADVERTISEMENTS 























seived by May 18th will appear in the 
une issue subject to space limitations 











WANTED 


ENGINEER 


Experienced in small motors for 
Electric clocks—one with full 
knowledge of design and con- 
struction of Electric Clock Mo- 
tors—By large company—Ex- 
im cellent opportunity. 


P-744, Electrical Merchandising 
330 West 42nd St., New York 18,N.Y. 


WANTED 


by a centrally located elec- 

tric light and power company 

Men to fill postwar positions in our 

Sales Organization. We need: 
Assistants to 

Division Sales Managers 

Supervisors 

Pius Several = Notch Salesmen, 

ac 
























SW-740, Electrical Merchandising 
$20 North Michigan Ave., Chicago 11, Il. 


Si eanaeeenenenl 





WHOLESALE LINES WANTED! 


By Hard-Hitting Sales Organization with 29 Years 
Wholesale & Retail Appliance Experience in New Jersey 


WE WANT REFRIGERATION (Commercial & Household) RADIO & TELE- 
VISION, LAUNDRY EQUIPMENT, GAS & ELECTRIC RANGES, OIL 
BURNERS, AIR CONDITIONING, SMALL APPLIANCES & ACCESSORIES 
WHOLESALE LINES. 


WE'LL GIVE YOU A WELL-BALANCED ALERT NEW JERSEY DISTRIBUTOR 
WITH STRONG FINANCIAL STANDING, OUR OWN WAREHOUSING 
FACILITIES — CAPABLE OF PICKING & DEVELOPING TOP-FLIGHT 
DEALERS AND TRAINING RETAIL PERSONNEL. 


FOR A WIDE - AWAKE, QUOTA -CLINCHING REPRESENTATION — WRITE TODAY 


ADDRESS ALL REPLIES TO RICHARD V. OSMUN, SALES MANAGER 


AMERICAN APPLIANCE CORPORATION 
31 WILSEY ST.: NEWARK 1, NEW JERSEY : 


For a Better SALES JOB — 


“GO AMERICAN — SELL AMERICAN” 


Phone MArket 2-8218 




















LINES WANTED by 
@ NORTHWEST DISTRIBUTOR 


Established more than twenty-five 
years with wide following with om 
Contractor Dealers in this area. 
Aggressive Competent Sales Force that 
has many years of personal contact 
with the trade. Can give A-i Finan- 
cial Reference. Open for the following 
lines—Was' Ran Re- 
frigerators, Water-Pressure Systems, 
Pumplacks, Farm Freezer Units, 
Radios and Players. 

Correspondence held in strict confi- 
dence. Kindly write 


ELECTRIC SUPPLY COMPANY 
376 Minnesota St., St. Paul 1, Minn. 











complete business and personal history. 











EXECUTIVE 
Desires Position 


to be. Employed at present. Age 37. 
RA-743, Electrical Merchandising 
620 N. Michigan Ave., Chicago 11, III. 








Prominent Georgia distributor with large warehouses 
and strong sales organization offers you an aggres- 
sive, competent organization with top financial stand- 
ing. having a large dealer following. Please provide 


330 West 42nd Street, New York 18, N. Y. 





A TEXAS SALES EXECUTIVE 


Seeks the attention of a small or major Appliance 
Manufacturer desiring exclusive representation in 
Texas or the Southwest. One who is financially 
responsible and can handle a deal either on ex- 
clusive representation or will job for the areca. This 
man offers a back-ground of seventeen very success- 
ful years with one of the largest of both major and 
small appliance companies in the country: now 
heads a company engaged in manufacturing aero- 
nautical instruments. Interested for the immediate 


future. 


Write fully 


307 Bedell Building 


San Antonio, Texas 








SALES EXECUTIVE 


now interested in making his own post-war plans, 
15 experience in electrical appliance business 
covering distributor and direct retail selling; public 
utitity 2 and } ea ~ store merchandising experi- 
ence. Age 42, ried. 
SA- 70, acute Merchandising 
330 West 42nd St., New York 18, N. Y. 








MANUFACTURERS ATTENTION 


Sales representatives, with twenty years 

in the Radio and Electrical os Poe 
tacting distributors and m store outlets, desire 
adding an L-- ling: Territory covered East 
ern Penna., includin r N 

ph - Highest jew Jersey, Maryland 


RA- 749, Eiearical 3 Merchandising 
330 West 42nd St., New York 18, N. Y. 














WANTED 


MANUFACTURERS’ AGENTS 


Long and well established manufac- 
turer of complete line of fans, blowers, 
evaporative air coolers and domestic 
gas heating appliances desires direct 
factory agents selling through dealers 
and distributors. Straight commission. 
In answering state territory now being 
covered, lines handled and other neces- 
sary details. Apply 


AW-747, Electrical Merchandising 
330 W. 42nd St., New Yark 18, N. Y. 
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RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St + San Francisce 3, Calif. 
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Meet Fred W. Evans, 
Mixmaster Service Chief 


H*: E’S amigo to everything Spanish, 
bec: use he spent nine years over 
there octing and servicing sheep shear- 
ing : Fred W. Evans, 
service manager for the Chicago Flex- 
ible Shaft Company, declares that the 
Spaniard gets his passionate reputation 
because of the way he scatters four- 
letter words around like confetti in his 
conversation. He is a forthright soul 


machinery 





Fred W. Evans, service manager for 


Chicago Flexible Shaft Co. 


redhot, 
: 
han we do. 


and doesn’t live on 
food any more t 
iard is an artistic gent, 
cannot 


pepperish 
The Span 
says Fred, and 
turn out quantity production 
because he likes to vary each item, hav- 


ing a creative naturé In his prowls 


about agricultural Spain Fred dis 
covered that many of our little say 
ings and nursery rhymes, such as “Baa 
baa, black sheep” have exact counter 


parts in the Spanish language. 

Fred Evans learned to loathe farm 
ing and mosquitoes while attached to 
hoe handle on his father’s farm in 
Iowa. He attended the University of 



































Iowa and had as classmates the Goulds, 
who today edit the Ladies Home Jour- 
nal. He got to know Carl Sandburg, 
the poet, and for a while thought he 
would tackle the literary life as a re- 
porter on the Des Moines Register- 
rribune. A gentleman and a scholar, 
Fred toys with words like most service 
men play with screws, and is about to 
stump the experts by asking them what 
word has another name for it (pepra- 
gramaton: the word standing for 
Jehovah) and palindrome (a sentence 








that reads the same backwards as 
forwards), “able was I ere I saw 
Elba.” 

Electric Blanket Fan 
To the Editor :— 


Referring to your article on electric 
blankets. I have used these ever since 
the first ones came out on the market 
and would like to tell the writer of this 


article that no one can properly ap- 
preciate these until they have used 
them. 


It is one case where the advertising 
man’s imagination will not get too far 
ahead of the merit of the product. Of 
course there are inevitable 
bugs, but the service has always been 
prompt and courteous. There is some 
hum from the transformer if it is hung 
directly on a steel spring. I have mine 
suspended from the top of the spring 
by a section cut from an automobile 
tube. 

[ think that GE 
washing service reasonable 
-harge including a check up. 

D. A. JOHNSON, 

Vice President, 

The City Coal and Wood Co. 
New Britain, Conn. 


some 


should provide a 
with a 
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CRAWL IN AND TRY YOUR ELECTRIC BLANKET NOW 


MAS 


PAGE 200 


VAN COURTNEY—IT'S AS WARM AS TOAST" 
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Jobs . By L. E. Moffatt | 
Training Veterans for Business. By C. M. Davidson 20 


A suggestion for giving returning veterans the kind of training that 
will best fit them for productive occupations in the appliance and 
radio field. 


The Place of The Independent Dealer... ............ 23 


A manufacturer analyzes the many alluring plans for distribution that 
are being offered. 


New Approach to Store Planning 


A visualization of the post-war specialty appliance dealer's store by 
Landers, Frary & Clark in cooperation with other manufacturers. 


.. By Laurence Wray 24 


Systematic UD. «vue dtbeve ..By Lansdell Anderson 28 


J. E. Hardee Co,, Jamaica, L. |., has doubled its dollar volume on 
washer and cleaner repairs during the war. 


Soldiers, Senoritas and Senescence By Tom F. Blackburn 32 


San Antonio, Texas, offers a test tube for studying three kinds of 
markets. 


How Much Space for Radios and Records Post-war? 34 


Albert Sirota, general manager of Temple of Music, Rockville Center, 
Long Island, discusses allocation of floor space for radio and record 
departments in post-war appliance stores. 


A WPB Service Guide ... nieve eee asd 


Summary of latest WPB regulations governing maintenance and 
repair orders and methods required to obtain necessary materials. 


Something for the Boys . ..By Mary Jane King 43 


Tampa Electric Co. heads up a program which resulted in sending 
30,000 cans of fried chicken and other home cooked foods to the 
boys overseas. 


19,802,230 Homes Without Central Heating............ 45 | 


Made-to-measure oil heating systems for these places offer oppor- 
tunity to independent dealers. 


Analyzing a Market By Clotilde Grunsky 47 


Portland, Oregon, makes « thorough-going study of its citizens’ 
incomes, homes, buying habits ss appliance ownership. 


The Farmer...A First-Class Market Potential 
By Anna A. Noone 51 


Country Gentleman's survey of the farm market reveals a large 
pent-up demand for appliances. 
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=... A 
READERSH YS 


MAY, 1945—ELECTRICAL MERCHANDISING 


